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For Inside Walls — 
GIVE YOUR CUSTOMERS 


Insulite Lok-Joint Lath is a double-duty building material 


that does two things for the price of one: 
(1st) Serves as a plaster base, (2nd) Insulates. 


That’s double for the money — and you can bet on it your 
customers will like that idea and talk it up. Sales come 


easier—profits faster—with double-duty Insulite Lok-Joint Lath. 


ONE MATERIAL 
Double us ace 
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1—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with 
fair wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
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3—Identification of the building products merchant as central headquarters for 
the industry's consumer selling activities in the local community. 

4—Perpetuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends. The Editors 
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A Prize House in ’40 
...- but what about today? 


award in a competition spon- 
sored by the Spokane Cham- 
ber of Commerce. 


The prize home in Spokane, 
Washington, as it looked in 
1940, shortly after taking first 
en 
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The same home today — attractive, livable, she 
sound. Plywood’s rugged strength and rigidity the 
helped make it a better home. I 
rer 
q f t ful h . = 
[A] The smooth, attractive exterior surface is of one o my MOST SUCCESSTU oOuses wo 
%" Esxterior-type Douglas fir plywood, ap- says Architect Edwin J. Peterson, Ot 
plied in vertical panels with joints care- 
fully butted. Exterior-type plywood is made bu 
with completely waterproof phenolic resin “AFTER SEVEN YEARS IN PERFECT ] 
binder, especially for permanent application. J - 
CONDITION—INSIDE AND OUT” th 
[B] /nterior-type plywood was used on interior a thr 
walls and ceilings. Joint-free finishes were pr 
attained in kitchen and bath by covering UILT in 1940, this attractive home demonstrates the du 
panels with muslin and painting over. One many advantages to be gained through Douglas fir : 
bedroom was papered. The second bedroom plywood Dri-bilt construction. Architect Edwin J. Peter- vc 
and living room panels were painted. son of Spokane used plywood for both interior and ex- Sr 
terior surfaces because it lent itself so admirably to his VC 
[C] Plyscord (the sheathing grade of interior clean-cut, modern design and provided permanent wall pc 
type Douglas fir plywood) was specified for surfaces that would withstand extremes in temperature. SC 
rigid, durable roof sheathing. Plywood was The plan was laid out on 4-foot modules, taking advan- 36 
also used under the linoleum in kitchen and tage of the erection-economy offered by standard 4x8’ of 
bath, for a smooth, cupless, ridgeless base. panels. Mr. Peterson says: “After seven years, this house 
is in perfect condition. The interior panels proved to be 
excellent for a variety of finishes, such as the plain “i 
painted living room, the papered bedroom and the he 
PLYWOOD’S MANY ADVANTAGES canvas-covered bath.” 
KEEP DEMANDS GREATER THAN ~ 
PRESENT SUPPLIES D l Fi n 
Douglas fir plywood production is greater now oug as ir 
than in prewar years. Today's demand, however, PLY WOOD O 
is unprecedented—and raw material availability is O 
the controlling factor in attaining higher output. LARGE, LIGHT, STRONG si 
This uneven demand-supply ratio naturally means g f Cc 
that plywood may not always be readily obtain- U 
able at any given time and place. Keep in touch 
with your regular source of supply as to price | 
and delivery information. For technical data, 
write the Douglas Fir Plywood Association, Ta- PP ] . 
coma 2, Washington. ane S C 
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MORE PLUMBING AND HEATING EQUIPMENT may be expected 


in the months ahead. Representatives of the steel industry have 
agreed to allocate 261,000 tons of steel in the third quarter of 1947 
for housing items which the government considers critical. This 
tonnage will be shipped to producers of plumbing and heating, 
builders hardware, wiring devices, window sash and frames and 
other housing items. 


RETAIL SALES of lumber-building materials dealers are con- 


tinuing on the upswing. The Department of Commerce report for 
March indicates a 16 percent increase over February. The March 
increase was 15 percent ahead of the same month a year ago. 
Every state but Nebraska, Georgia and Alabama showed an in- 
crease for March over February. And every state but Tennessee 
showed an increase for the first quarter of 1947 compared with 
the same period in 1946. 


HARDWOOD FLOORING PRODUCTION is gradually increasing, 


reports the National Oak Flooring Manufacturers’ Association. The 
highest weekly output since before the war (11,616,000 board feet) 
was reported for the week ending April 26. Production of hard- 
wood flooring for 1947, the association predicts, will exceed 500,- 
000,000 feet, ‘sufficient to equip all the homes that probably will be 
built this year.”’ 


RENTAL HOUSING IS INCREASING, the Federal Housing Admin- 


istration reports. Applications for mortgage insurance on 825 multi- 
family rental projects involving 32,395 dwelling units were made 
through April 25, 1947. This compared with 202 multi-family rental 
projects for 12,962 dwelling units on which FHA insured mortgages 
during the entire calendar year of 1946. 


TIMBER CUT SET A RECORD in the national forests in market 


value for the first quarter of 1947. The cut was valued at $2,846,505. 
Spirited bidding was attributed to the increasing scarcity of pri- 
vately owned sawlog timber available to buyers. Average price 
paid during the quarter rose to a record peak of $4.84 per thou- 
sand board feet. The volume cut during the first quarter increased 


38 percent over the corresponding quarter last year or a total of 
988,526,000 feet. 


HOME MORTGAGE DEBT AT ALL-TIME HIGH, states the Fed- 


eral Home Loan Bank Review. Total mortgage debt on American 
homes at the close of 1946 was about $24,600,000,000. The increase 
in outstanding debt during 1946 totaled $4,600,000,000, more than 
nine times the rise of the year before. Reasons for the increase: 
continued pressure for scarce homes, inflated prices for old and 
newly-built houses, plus GI loans at full value. 


BUILDING CODES on the basis of performance standards instead 


of @ literal specification of materials may be an outgrowth of a set 
of documents which the government is expected to publish soon. 
The documents will provide performance standards by which local 
commissions can appraise new materials. The reaction of labor 
unions to this innovation has not been heard. 


FURTHER EASING OF BUILDING CONTROLS is expected soon. 


Amount of commercial building permitted may be increased 30 per- 
cent. The 1,500-foot limitation has already been amended and is 
applicable under certain conditions outlined in News and Trends. 
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RECESSION 


Dodge blames rise in costs 
for drop in volume building 


THE rapid rise in costs in the 
last six months is held responsible 
for a recession from the high vol- 
ume of construction indicated 
earlier in the year, reports the F. 
W. Dodge Corporation after study- 
ing data compiled from project con- 
tracts awarded in the 37 states 
east of the Rocky Mountains. 

Severity of the drop is indicated 
in a compilation of contract vol- 
ume, which was maintained at a 
rate of 24 million dollars per busi- 
ness day in the first three weeks of 
April compared to 28 million in 
March and 33 million in April of 
last year. 

The decline is general, affecting 
nonresidential building, residential 
building and heavy engineering 
construction. 

“Buyers have assumed control of 
the construction market,” states 
the report. “It is now obvious that 
the stabilization of costs essential 
to full construction industry re- 
covery is being affected by the re- 
fusal of buyers. 

“The strongest hope for reduc- 
tion of site labor costs lies in im- 
proved efficiency. Depth and dura- 
tion of the current recession will 
depend on the speed. with which 
price and cost adjustments are 
made.”’ 


CONTROLS EASED 


Floor space for homes raised 
to 2,000 if conditions are met 


PERMITS for houses up to 2,000 
square feet will now be. permitted 
by the Federal Housing Adminis- 
tration under the following condi- 
tions: 

1. The size or composition of 
the family group to be housed re- 
quires four or more bedrooms. 

2. The applicant requires addi- 
tional floor space in his residence 
for the practice of his business or 
profession. 

3. The applicant purchased a lot 
subject to deed restrictions in ex- 
cess of 1,500 square feet and made 
the purchase at a time when no 
regulations were in effect that 
would have prevented him from 
proceeding with construction. 

Operative builders—those not 
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building for owner occupancy—are 
still held to the 1,500 square foot 
maximum, but either veteran or 
nonveteran who qualifies under the 
conditions set forth above will be 
authorized to construct houses up 
to 2,000 square feet. 

About 65 percent of all units au- 
thorized under the permit system 
through April 25 were for houses 
under 1,100 square feet; about 24 
percent for houses between 1,100 
and 1,400 square feet and the re- 
maining 11 percent for units larger 
than 1,400 square feet. 


LABOR CONTRACTS 


Illinois association will offer 
new service to members 


INFORMATION and advice in 
the handling of yard labor rela- 
tions will be made available to 
members of the Illinois Lumber 
and Material Dealers Association, 
Inc. by a new service that is now 
being organized. 

In announcing the new service, 
which will be based on the experi- 
ence of others in the industry, Sec- 
retary Jack D. McCarthy pointed 
out that the new service is not de- 
signed to be anti-union. 

To make the service authorita- 
tive and complete, the association 
is soliciting a copy of every union 
agreement in every yard in the 
state. These will be used to deter- 
mine the best features of each 
agreement, all being held in con- 
fidence. 


HOME BUILDING 


April permits in Chicago area 
gain 44 percent over March 


HOME building in the Chicago 
metropolitan area for April were 
the highest with one exception 
since July, 1941, according to the 
Bell Savings and Loan Association 
in its monthly building survey. 

The report shows that home 
building for April increased 44 
percent over March in the number 
of permits issued and 43 percent 
in their value. The totals were 
1,806 homes to cost $14,284,560 


started in April against 1,255 
homes costing $10,003,907 in 
March. 


In this period of almost six 
years, the only month that was bet- 
ter than April, 1947 was March of 
last year when permits were issued 
for 2,163 homes to cost $15,931,517. 

In spite of the March and April 


upturns, the report points out, the 
area is still short of last year’s 
figures by 1,500 homes. Total per- 
mits thus far in 1947 amount to 
4,277 with a valuation of $33,360,- 


695. Last year in the same period 


5,739 homes were reported with a 
valuation of $40,484,493. 

Permits for single family homes 
issued in April in the metropolitan 
area were 44 percent larger than 
March in number and 43 percent in 
value. 


CAVITY WALL 


Advantages indorsed by wide 
acceptance, Shipley says 


CAVITY wall construction, which 
offers added insulation and provides 
protection against condensation, is 
being used extensively in place of 
solid masonry and brick veneer 
walls in the building of veterans’ 
homes and other structures, Roy 
A. Shipley, president of the Struc- 
tural Clay Products Institute, re- 
ports. 

Many builders, Shipley says, are 
planning to use this type of con- 
struction exclusively for home 
building because of its superior 
qualities when used under varying 
climatic conditions. Shipley says 
the cost of the cavity wall is little 





or no greater than the cost of the 
conventional wall. 

The cavity wall consists of two 
parallel walls of brick or tile sepa- 
rated by a two-inch air space and 
tied together with quarter-inch 
rust resisting metal rods which are 
imbedded in the mortar joints. The 
combined thickness of the two sep- 
arate walls is no greater than that 
of the usual solid masonry wall. 
Extra insulating value is provided 
by the air space, which is kept 
open from the top of the wall to 
the bottom by resting on the floor 
joists of the inner wall only. 


PROPAGANDA 


U. S. Savings & Loan League 

says government is urging tenancy 

MISLEADING propaganda in 
favor of rental housing against 
home owning is being issued by 
high government officials, charges 
the U.S. Savings and Loan League, 
which is asking the U. S. Bureau 
of Census to determine whether 
the typical American family pre- 
fers to own or rent. 

Asking those who are promoting 
rental as against owner-occupied 
housing in today’s new construc- 
tion to “stick to the facts” and quit 
trying to give the impression that 
it is cheaper or better to rent than 


“4 


OUT of the two-day meeting of the educational committee of NRLDA in Chicago, April 17-18, 
came two significant developments: 1. A greater demand is expected for 30-day courses in 
the coming school year. Growing demand that 30-day courses be established on a permanent 
basis. 2. Development of a new text and visual aid material should be available by fall. 
Included in the group attending the meeting were, left to right, first row: Earl Bullock and 
William Hammerschmidt, Illinois students; second row: William C. Bell, managing director, 
Western Retail Lumbermen’s association; H. R. Northup, secretary-manager, NRLDA; Findley M. 
Torrence, secretary, Ohio association; J. D. McCarthy, secretary, Illinois association; third row: 
Don S. Montgomery, secretary, Wisconsin association; R. W. Slagle, secretary, Indiana associa- 
tion; Hunter M. Gaines, secretary, Michigan association, and Pau/ S. Collier, secretary-treasurer, 
Northeastern association. 
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MEDCO'S Specialized Service 
in Mixed Cars of Douglas Fir 


























Looking into doorway of box car, 
showing various items of lum- 
ber that can be made up 
into a “mixed car.” 


Good morning, Lumber Friends—This is “Russ” Hogue speaking to 
you from M-E-D-C-O. I wish to tell you today about our “specialized 
service” in mixed cars of Douglas Fir. 


We are proud of our ability to ship mixed items in various combina- 
tions of almost any home construction lumber items. This is the type 
of merchandising that we have established for the benefit of the retail 
trade. Our well manufactured grade- and trade-marked assortment 
in a car isa distinct advantage to the retailer and his customer 
alike. These mixed cars provide the retailers with a well balanced 
lumber inventory from which his customers can select many of their 
requirements. 


As we told you in our previous broadcasts, our planing mill is equip- 
ped with an S. A. Woods 10” Moulder with which we make small 
casing and base and detail moulded Standard patterns in both Pine 
and Fir. Our Stetson-Ross 6x15” Matcher makes all of our flooring 
and Standard Siding patterns. The S. A. Woods 6”x25” Surfacer han- 
dles the finish and 4-side boards; a Stetson-Ross 6x15” Matcher runs 








the shiplap and center matched boards and “eased-edge” small di- Ch 17 
mension; and the wider 2” dimension, 4x4, 4x6 and larger timbers apter 

are surfaced by our 16”x20” Stetson-Ross sizer. in the 

This broadcast tells you about our “specialized service” in mixed Serial Story 
cars of Douglas Fir but, needless to say, we make straight car ship- of 

ments of boards, dimension, timbers and industrial items. 

Until our next broadcast, this is “Russ” Hogue signing off from Sta- MEDFORD 
tion M-E-D-C-O. 











MEDFORD CORPORATION 
MEDFORD, OREGON 


Douglas Fir-- Sugar Pine-Ponderosa Pine 
White Fir 


Members of West Coast Lumbermen’s Assn., West Coast Bureau of Lumber Grades & Inspection, Western Pine Asean. 


Annual Capacity 85 Million Feet 
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to own a home, the league’s direc- 
tors at a recent session adopted a 
resolution calling for a survey to 
determine the American family’s 
preference. 

The league points out that more 
than 600,000 veterans have pur- 
chased homes under the GI Bill of 
Rights with an average total pay- 
ment under $50 a month while the 
rent of apartments being built this 
year exceeds that figure. 


LABOR 


Five-day week for Chicago 
trades workers announced 


CHICAGO building trades work- 
ers will go on a five-day week start- 
ing June 1, thus cutting the costs 
of both residential and business 
construction. 

Saturday work, most of which 
has been done at double-time pay, 
will be eliminated under the new 
plan which has been indorsed by 
the Chicago and Cook County 
Building and Construction Trades 
Council. 

Raymond D. Berry, president of 
the Building Construction Employ- 
ers Association, estimated that Sat- 
urday work at premium rates has 
increased the cost of construction 
by more than 16 percent. A saving 
of $500 to $800 will be possible in 
the construction of a $10,000 
house, it was estimated. 

Effective at this same time will 
be a pay boost for most building 
trades workers from $1.95 to $2.15 
per hour. 


ARKANSAS CONVENTION 


Roach elected president at 
session held in Little Rock 


CLAUDE ROACH of the Jones- 
boro Lumber Company, Jonesboro, 
was elected president of the Arkan- 
sas Association of Lumber Dealers 
at the 42nd annual convention of 
the association held in Little Rock, 
May 7-8. 

Other officers elected were: J. R. 
Hartsell, El] Dorado, first vice pres- 
ident; J. R. Grobmyer, Little Rock, 
second vice president; James G. 


Gardner, Wynne, third vice presi- 
dent; A. C. Davidson, Little Rock, 
treasurer, and E. DeMatt Hender- 
son, Little Rock, secretary. 

The convention, attended by 200 
dealers 


throughout the state, 
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adopted a_ resolution condemning 
the T-E-W housing bill. 

Principal speakers on the pro- 
gram included Roy Wenzlick, one 
of the foremost analysts of the 
building industry; Martin V. Cof- 
fey, manager, Miami Cabinet Divi- 
sion, Phillip-Carey Manufacturing 
Co., Middletown, Ohio, and Arthur 
A. Hood, editor, AMERICAN LUM- 
BERMAN AND BUILDING PRODUCTS 
MERCHANDISER. 

Wenzlick advised retail lumber 
dealers to watch inventories, watch 
credits and hold down costs to a 
minimum. 

“Beware of builders,” he said, 
“who have started construction on 
the present market and who will 
have, and are already having, dif- 
ficulty, in selling finished struc- 
tures.” 

Warning that the post-war era 
of jobs for everyone is about over, 
Coffey declared: 

“Unless we get back to selling 
and selling hard, we may find the 
spendable dollar gone and open the 
gates to the worst depression in 
our nation’s history.” 

Hood also warned of the com- 


‘petitive period ahead. 


“With production mounting and 
consumer selectivity and resistance 
growing,” he said, “it is inevitable 
that we are entering a highly com- 
petitive period in which tne free 
spending years will seem like 
heaven.” 














NEW ASSOCIATION 


Retailers in Oklahoma organize: 
Stewart is elected president 
OVER 200 retail lumber dealers 
in Oklahoma have already signed 
up as members of the new Okla- 
homa Lumbermen’s Association. 

The association has started issu- 
ing bulletins to members to keep 
them completely informed of legis- 
lative developments and other mat- 
ters bearing on their field. 

Officers of the new association 
are: Barney Stewart, Jr., presi- 
dent; Walter H. Hington, vice 
president, and Alfred L. Leon- 
hardt, treasurer. The address of 
the association is Leonhardt Build- 
ing, P. O. Box 3556, Oklahoma 
City. 


RECOGNITION 
Commerce Department prints 
two articles from AL&BPM 

THE Department of Commerce 
has reproduced two articles recent- 
ly published in AMERICAN LUMBER- 
MAN in its Small Business Aids 
bulletins. One article was in the 
salesmanship series, “What Serv- 
ices Should You Give the Cus- 
tomer’; the second in the manage- 
ment series, ““How to Analyze Your 
Local Market.” 

These particular issues are Nos. 
156 and 169 and may be secured by 
writing to the Office of Small Busi- 
ness, J. L. Kelly, director, Wash- 
ington 25, D. C. 
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Ford Cab-Over-Engine units, in 110- 
and 2-ton nominal ratings, are avail- 
able in 101”, 134” and 158” wheelbases. 
The 134” chassis and cab, with Ford 
12-foot Platform Stake Body, is pic- 
tured. Less garage space, shorter turning 
radius and shorter overall length for 
trailer service are important Ford C.O.E. 


dividends to owners. 
4 \ & 
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THESE LONG-LIFE TRUCK FEA- 
‘2! TURES: Either of two great engines, the 
V-8 or the SIX, both with full pressure lubri- 
cation to all main, connecting-rod and cam- 
shaft bearings, Flightlight oil-saving 4-ring 
pistons, precision-type heat-resistant bearings 
and fast-warmup temperature control « rear 
axle design that takes all weight load off the 
shafts (3(-floating in half ton units, full- 
floating in all others) « heavy channel section 
frames, doubled between springs in heavy 
duty models « big, self-centering brakes, with 
heavy, cast drum surfaces, non-warping and 
score-resistant—all told, more than fifty such 
examples of Ford endurance-engineering. 


NATURALLY, FORD TRUCKS LAST 
LONGER! Latest 1946 registration figures 
show that 78% of all 1936 model Ford Trucks 
in use 9 years ago are still on the job! That’s 
up to 15.8% better than the records of the 
next four sales leaders—5% better than the 
average of all four. More than 100 body- 
chassis combinations. See your Ford Dealer! 


yi ONLY FORD GIVES YOU ALL 


9RE FORD TRUCKS 
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Ford Drive-Line Units 


Stand Up! 





The Ford Truck drive- 
line is exceptionally 
enduring. Friction is 
a ns by needle 
j roller bearin 

by relief fittings, in all sudenail alae tok 
models. Half-ton chassis have two such joi ts 
All other models (except 101” w.b.) wettest 
and, in addition, a heavy duty ball center 
peste ct 2 a is self-aligning—cushion- 
1n live rubber. It is lea 

ing dust and water. It is haan se 
flexing and is notably long-lived. Lar a 
diameter tubular steel propeller shafts with 
forged ends are properly balanced. This assures 
freedom from destructive vibration and t 
strength without excess weight. wer 





IN USE TODAY THAN ANY OTHER MAKE 
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COMBINATION 
METAL WEATHERSTRIP-SASH BALANCE 

















® The combina- 
tion provides 
efficient win- 
dow operation 
and weather 
protection in 
one unit! 


® Easy to install 
—economical! 


® Available now! 


Dura-seal Combination Metal Weatherstrip-Sash Bal- 
ance is used with a stock plank frame and stock sash. 
Even millwork shop men who are inexperienced in 
prefabricating weatherstripped units can easily install 
Dura-seal. Costs only slightly more than other balancers 
without weatherstripping. Write for folder! 


Over A Quarter 
Of A Million 
Dura-Seal Units 
In Use! 











y4iC ERS IN (. “nt ically 


FOR OVER 25 YEARS. MANUFACTURERS OF METAL WEATHERSTRIPS AND CAULKING 
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wae EDITORS 


Wood Borers in Oak Flooring | 


To the Editors: One of our good customers has re- 
cently found wood-borers coming out of his oak floor- 
ing which was installed last year and he is very much 
disturbed over this. He has not been able to catch 
one of the pests and we are in need of some help to 
tell him how to control this situation. 

We are writing to the National Hardwood Lumber 
association, the E. L. Bruce company and the Na- 
tional Oak Flooring Manufacturing corporation ask- 
ing for their opinion.—B. E. SAPPINGTON, Crosby 
Builders Supply company, Vero Beach, Fla. 

You have written the right people about 
your problem. If you do not get a satisfac- 


tory reply, write again, and we will try to offer 
other suggestions.—The Editors. 


Dealers Find Reference Number a Handy Help 


To the Editors: We are in receipt of your Dealer’s 
Merchandise Reference issue of April 12, 1947, and 
this is to express our sincere thanks to you for this 
copy. 

This book is one of the most interesting and valu- 
able issues that we have received in some time—full 
of valuable information and a great reference book. 
We value this issue very much and want to congratu- 
late you on producing a merchandise reference book 
such as this—H. M. SKLAR, The Baugh and Sons 
Company, Baltimore. 


To the Editors: Speaking of publications——the 
April 12, 1947, issue of the AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER, Dealer’s Merchan- 
dising Reference issue, is a truly complete and help- 
ful publication for the dealer. Congratulations !— 
PAUL E. KENDALL, manager, West Coast Woods, 
Portland, Ore. 


To the Editors: Accept our thanks for your Dealers 
Merchandise Reference Issue. 

This is indeed an outstanding compendium of infor- 
mation gathered specifically for the building material 
dealer. 

It should be kept within arms reach by every retail 
lumber dealer.—J. V. SMITH, Mountain States Lum- 
ber Dealers association, Denver. 

Thank you for your kind words about the 
Reference Number. We are gratified to know 
it is proving helpful. There are no extra 
copies available, but a separate booklet is 
being printed of the Products Data Manual 
and will be available shortly. For complete 


details about the booklet please see pages 
28 & 29. 4 





Reference Number for Training Courses 


To the Editors: I have just made my first excur- 
sion through your Dealers’ Merchandise Reference 
issue of April 12, 1947, which arrived yesterday. Am 
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COLORFUL ADS LIKE THIS 
BLANKET AMERICA WITH 
65,000,000 MESSAGES 


‘That’s how Devoe creates nation-wide 
acceptance for this great new varnish 
—87 Spar! 


A Complete Selling 


Program 


DYNAMIC WINDOW DISPLAYS 
NEWSPAPER ADS 
COUNTER DISPLAYS’ 
CUSTOMER MAILINGS 
A DRAMATIC PACKAGE 


That’s how Devoe helps dealers sell 
87 Spar by creating action at the point 
of sale! 


ORDER DEVOE 87 SPAR NOW 


That's how you get this complete, co- 
ordinated program to work actively for 
you! Get the full story from an 87 Spar 
Varnish representative TODAY! 


ANOTHER DEVOE PRODUCT 
Distributed by 


Peaslee-Gaulbert Paint & Varnish Co. 
Truscon Laboratories 
Wadsworth, Howland & Co. 


Devoe & Raynolds Company, Inc. 
787 First Avenue, New York 17, New York 















WHEN THE WORST HAPPENS 
THIS VARNISH STANDS UP! 
















UNHARMED BY LIQUIDS 


Devoe 87 Spar is the amaz- 
ingly accident-proof, new, all- 
purpose varnish that comes 
through dousings with hot 
tea, soapy water—even alco- 
hol or fruit acids with its 
original lustre unmarred! It’s 
the ideal finish for all floors, 
furniture and for woodwork. 






































Fast-Drying Varnish 
now! (Dries in 4 hours) 
Prove for yourself how its 
phenomenal scratch-resis- 
tanve and toughness assure 
lasting beatity in spite of 
heavy traffic and rough treat- 
ment. See how wonderfully 
clear and pale it is—to bring 
out the full beauty of fine 
wood grains. Take this Test 
Coupon to your nearest 























a fall 

87 Spar V. for only 25¢. 
(Enough 9 eq. ft. aver- 
age wood syrface.) This offer 
expires January 1, 1948, 








TEST COUPON—CGood for one quarter-pint test 
sample of Devoe'87 Spar Varnish for 25¢ on pres- 


entation to any 87 Sper dealer while supply of 
ANOTHER DEVOE PRODUCT containers leste. 


Distributed by 
Peaslee-Caulbert — and Varnish Customer's Mame. oc ccccccscccccesTUiy, cco 
Trascon Laboratories 
heyy Howtaas & Company RED csencecececcOvececccteccses 
Devoe & Reynolds Company 
hid — ww Yok i SP iva oi spe nnncivegscnsves , 





This offer efpires Januar’ 948 
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DIRECT TO YOU 


See how our national advertising brings customers 
direct to 87 Spar dealers! The offer is good only for 
a cash purchase from a merchant like you! 
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HERE’S THE EASIEST! 


Yes, here's the easiest way out of the millwork 
industry's oldest and most annoying headache— 
sash reconditioning! 

Arm-Glaze Elastic Glazing Material makes it 
possible to handle and ship sash the same day 
Arm-Glaze is applied. 

Arm-Glaze retains its elasticity, withstands ex- 
pansion and contraction and absorbs all shocks 
of normal service. Arm-Glaze seals perfectly, never 
shears. 

Arm-Glaze means an end to costly, time con- 
suming sash reconditioning. It retains its elasticity, 
never gets rock hard, elim- 
inates all faults common 
to ordinary putty. Arm- 
Glaze is the quick, easy, 
permanent way out of sash 
reconditioning problems. 
Start using it today! 







THE 


AUN UTE 


COMPANY 


241 So. Post Ave. 
Detroit 


4065 So. LaSalle St. 
Chicago 


319 So. Crowdus St. 
Dallas 





LETTERS 


I dizzy when I think of the work all of you did in 
preparing this Reference issue... 

We only wish that the Reference issue had been 
available for our thirty-day lumber dealers training 
course at Truax field, Madison, which began on March 
31 and ended on April 25. 

Your “definitions” in each section is a training 
course in itself for retail lumber dealers. 

We are planning on another Retail Lumber Train- 
ing course next fall, if we can find a place to hold it. 
I am wondering whether it would be possible to obtain 
fifty copies of the Reference issue at this time, and, if 
so, at what price. We would like to obtain this quan- 
tity and hold these copies for our next school. 

Heartiest congratulations.-DON S. MONTGOM- 
ERY, Wisconsin Retail Lumbermens association. 


To the Editors: I have just finished reading your 
new Dealer’s Merchandise Reference issue. This is a 
dandy! Too bad it wasn’t available for the GI’s and 
other students taking the lumber dealers course at the 
universities. It would have been an excellent text- 
book.—H. W. WILBUR, president, Wilbur Lumber 
company, West Allis, Wis. 


Construction Course Textbooks 


To the Editors: We are interested in securing a set 
of books on light construction which we understand 
are being used as text books by V. P. I. in their course 
of light construction. We will appreciate any informa- 
tion from you as to how we can secure these books.— 


EDWARD VAN LAER, Charlottesville, Va. 


If you will write Herbert F. Lotz, Johns-Man- 
ville corporation, we are sure he will give you 
full information about the textbooks used in 
this course.—The Editors. 


Opens Reference Number—It's a Blank! 


To the Editors: . . . In my personal opinion your 
publication should be a bit more loquacious. 

To illustrate my point, I enclose a number of pages 
from the issue beginning at page 329. We come to 
page 331. At least I surmise such is the case as it is 
opposite page 330. . . There are seven white arrows 
pointing to a void... At the bottom of page 337 the 
text is continued to page 340. Therefore, I am not par- 
ticularly distressed by the following two blanks, pre- 
sumably pages 338 and 339. . . As you will observe, 
page 342 is another blank ... you may be using in- 
visible ink as one thumbs through alternate 
printed and blank pages, which fail to connect up, one 
endeavors to continue the text. 

Perhaps your printer pied the forms. To prevent 
me from going pie-eyed, this letter should rate a com- 
pleted copy of your April 12 issue. . —RUDIE HEN- 
DERSON, Lone Pine Lumber and Supply Company, 
Lone Pine, Calif. 


Your letter certainly does rate a complete 
copy. Our only explanation is that only one 
side of the form went through the printing 
press and then was bound in the magazine. 
—The Editors. 
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THE INDUSTRY NEEDS MORE, BIGGER & BETTER, HOME PLANNERS INSTITUTES! 





Guest Editorial by W. C. Bell, managing director, West- 
tern Retail Lumbermen’s association 


Launching of the first Home 
Planners Institute in the Pacific 
Northwest some three years ago 
was almost immediately followed 
by a nation-wide adoption of the 
program. At the end of the first 
year between 150 and 179 com- 
munities had Institutes in full op- 
eration. The following year 50 or 
60 more were added. The tre- 
mendous interest shown by the 
public in the program was ex- 
tremely gratifying to the business groups which spon- 
sored it in the various areas. That interest sprang 
from the innate desire of every person to have his 
own little piece of ground and to place upon it his 
home to the best of his ability and income. It was en- 
hanced further by the housing shortage factors which 
we are all familiar. 

The building materials industry, however, should 
not view the Home Planners Institute program from 
the sole point of consumer interest. Such narrow- 
ness of viewpoint can do much harm to a very worth- 
while and valuable program. Besides satisfying a 
consumer interest, the Institutes supply a solution to 
one basic need of the light construction industry, that 
of siving the public an understanding of the prob- 
lems. facilities and abilities of our business. We 
have all lost much time and money through our cus- 
tomers’ lack of knowledge of what they want to do. 
In addition there is the additional and obvious ad- 
vantage to us of creating and maintaining an intelli- 
gent and sustained market, one which is sound and 
stable and thus better business for us. 

Like any program, the Institutes have a goal. That 
goal is a sound and intelligent customer and, after 
the sale, a satisfied one—satisfied not because we sold 
his a bill of goods, but because he knew what he 
was after and we were the ones to supply it. 

There is little need to review further the history 
or the popularity of the Home Planners Institute. 
It has proven itself throughout the country as per- 
haps the best consumer education idea that has come 
out of the past two decades. During this last year 
of confusion our industry has not seen fit to pro- 
mote it for its full worth. 

()thers outside the building industry, however, have 
seen its value and, noting our industry’s hesitancy to 
move adequately, have adapted it to their own needs. 
In many localities we find department stores, fur- 
niture stores, chain-mail organizations, etc., using the 
idea in radio, their own display rooms, and on the 
classroom basis. Briefly and to the point, we of the 
industry had an idea, others have noticed its worth 
and are capitalizing on it. 

lhe basic reason for lack of all-out promotion of 
the Institute program has been the fact that after 





W. C. Bell 
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the student was given the understanding and knowl- 
edge we felt desirable, he, the student and prospec- 
tive home builder, was unable to translate that learn- 
ing into a finished product, i.e., the home. 

Assuming this reason to be valid in itself, let us 
consider the present supply situation. Approximately 
nine building items were in extremely short supply 
during the greater part of 1946. During the past 
two months, the supply of more than half of those 
items has been getting better and better. It can 
now be said without fear of valid contradiction that 
by the fall of this year, THE PROSPECTIVE HOME 
BUILDER WILL BE ABLE TO GO AHEAD, UN- 
HAMPERED BY MAJOR SHORTAGES, IF HE 
WISHES. 

To organize and complete a Home Planners In- 
stitute series, from beginning to end as far as any 
particular group of students is concerned, requires 
from three to five months. Summertime generally is 
a poor time to hold classes. Thus, for this year—one 
which will see the actual beginning of the home- 
building program so vitally needed—next fall would 
appear to be the logical and the latest time to begin 
concentrated action on the Home Planners Institute 
program. With new materials and techniques and a 
consequent changing idea of home requirements, now 
is the time to start our own industry planning in the 
various localities. 

There are several conclusions, based on my rather 
close contact and experience with Home Planners In- 
stitutes, which I would like to present as a necessary 
foundation for that industry planning. They are: 

1. The same planning must be done by industry 
that the industry wishes to stimulate in the pros- 
pective home builder. 
2. To attain the greatest effectiveness it must be 
an industry-wide proposition in each _ locality. 
(Perhaps the only phase of the industry which 
could carry it successfully alone is the retail lum- 
berman. ) 
3. To attain full value it must not be a one-shot 
proposition. Plans laid now should be on the full 
understanding that it will be a continous program 
over a period of two or three years. (The home 
building field has at least five good years ahead and 
probably ten.) 

4, It must be a whole-hearted program by the in- 

dustry, not only to turn out a good job but to dis- 

prove conclusively the charge by bureaucrats that 
the industry cannot do a job on a major problem. 

We can do the job and we will do it. There never 
was a better time to re-establish our consumer con- 
tacts, to prove by word and deed that we have the 
skill and ability within the building industry to pro- 
vide proper and adequate housing for the people of 
this country. 

The Home Planners Institute is a most valuable 
tool. Why not use it to the maximum? 
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| tee THE LUMBER and building 
material industries S. Lamar 
Forrest is best known as the tall, 
dignified Texan who served two 
consecutive years as president of 
the National Retail Lumber Deal- 
ers’ association. He is remembered 
for the energetic way he assumed 
the heavy responsibilities of that 
job—for his unselfish devotion to 
its duties during the 1945 and 1946 
terms of office. 

As NRLDA President, Forrest 
traveled widely, attending meetings 
and making speeches. Probably he 
devoted more time to the associa- 
tion than to his own business. 
Everywhere he went he made 
friends —literally thousands of 


















new friends during the two-year 
period. 

Now back in the saddle of pri- 
vate business leadership, Lamar 
Forrest directs the activities of his 
West Texas merchandising empire, 
the Forrest Lumber company with 
headquarters at Lubbock and yards 
at Lamesa, Seminole, Andrews, An- 
ton, Morton and Whiteface. 

In 1946 the seven yards turned 
in a total sales volume approximat- 
ing $1,900,000. It’s not the biggest 
merchandising empire in the indus- 
try, but it is successful. 

Lamar Forrest is a Master Mer- 
chant of the Light Construction In- 
dustry. His story is not only of in- 
terest to the friends who knew him 
solely through his NRLDA activi- 





INTERIOR view of the aftractive Lamesa store. The island displays are filled with a variety of 
over-counter items. The stairs on the right lead to a small room set apart for wallpaper sales. 
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MASTER MERCHANTS OF THE LIGHT 
CONSTRUCTION INDUSTRY 


One of the Nation's outstanding building products re- 
tailers is featured in each issue of this publication. The 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be a source of 
practical business ideas and inspiration to other retailers 
in the industry. Only top-flight merchants will be fea- 
tured in the series, but a sufficiently large number of 
them meet the exacting requirements so that it will take 
many months to cover them ell. 
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Flexibility of operation characterizes the West Texa 
merchandising empire of Master Merchant Lamar Forres, 


ties, but also contains business 
ideas worthy of emulation by other 
dealers. 

ADAPT THE APPROACH 

“THERE is nobody living,” says 
Mr. Forrest, “who can tell some- 
body else how to run his business 
in his territory. Conditions are dif- 
ferent in various territories and 
business management is an individ- 
ual problem for each dealer. Each 
dealer must: (1) study his market; 
(2) study his competition; (2) fig- 
ure out what his public needs from 
him and (4) give it to them. Those 
are the essential steps to successful 
retailing.” 

Forrest doesn’t offer these four 
points as a vague creed for lumber 
and building products merchants. 
He practices them, and flexibility 
of operation must be the theme of 
any story about his business. No 
two of his yards are managed ex- 
actly alike, look alike, or carry ex- 
actly the same stock. 

Some of these yards serve oil 
field communities, some are in cot- 
ton raising areas and some are |o- 
cated in towns which serve as shop- 
ping centers for cattle ranchers. 
Lubbock is a college town and big 
enough to offer a sizable urban 
market. Competitive conditions 
also vary widely in each of the 
towns. 

All of the yards carry lumber and 
complete lines of building materials 
as well as paint and hardware. 
However, emphasis varies accord- 
ing to the location. Some of the 
yards carry furniture and home ap- 
pliances. The important point is 
that the four-step approach out- 
lined above was followed in each 
case. Mr. Forrest believes that any 
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dealer who applies real thought to 
a study of market, competition and 
what the public wants from him 
will inevitably be guided to selec- 
tion of the proper lines for him to 
stock. 

This approach has usually led to 
the carrying of very complete lines. 
“If it’s part of the home you can 
buy it at Forrests,” is a slogan that 
has been used frequently in the 
firm’s advertising. 


CUSTOM BUILDING SALES 

THE company has also adver- 
tised, “it is a pleasure to build a 
house with our one-stop building 
service.” Mr. Forrest’s study of 
what the public wanted convinced 
him long ago that “package selling” 
or custom building is essential to 
modern operation. In 1946 this ac- 
tivity accounted for one half of the 
houses they sold. 

Here is an outline of how this 
custom building sales method 
works : 

1. Forrest Lumber company has 
land divided into lots. They try to 
stay ahead by having at least two 
divisions with openings at all times. 

2. The customer is helped to se- 
lect a lot. 

3. The company works with the 
customer to appraise his needs, in- 
come and the price he can pay. 

4. They work with stock plans 
and turn them over to a draftsman 
for any changes which have been 
agreed upon. A draftsman is kept 
on the payroll at all times. 

5. The contractor is called in. 
Unless customer has preference the 
work is given to the contractor who 

























will next need a job. Forrest Lum- 
ber company takes responsibility 
for the contractor’s work if he 
buys all his materials from them. 

6. It is made clear to the cus- 
tomer that the contractor sets the 
price. The lumber firm’s estimate, 
however, is usually within $150 or 
closer of the final price. 

7. The prospect is taken to the 
loan company and application is 
made for him. 

8. Forrest Lumber company han- 
dles all papers and instruments 
without bothering contractor. When 
ready, the materials are delivered 
and the job starts. 

Commercial buildings, farm 
buildings and major remodeling 
jobs are handled in essentially the 
same way except tnat selection of a 








lot doesn’t enter the picture and 
many of the structures are designed 
by architects. An outside contrac. 
tor is called in on all of these jobs. 

Ordinary building repair jobs 
are handled with a different system 
as follows: 

(a) A representative of Forrest 
Lumber company looks over the 
projected repair job. He takes a 
draftsman out to make sketches. 

(b) Materials are sold directly 
to customer. 

(c) There is no contractor. La- 
bor is done by mechanics hired di- 
rectly by customer. To make this 
easy for consumers the company 
keeps three mechanics on hand at 
all times and handles all arrange- 
ments. When there is not enough 
outside work for these men they 


WALLPAPER department is always a center of attraction and operates at a nice profit. Method 
of display allows customers to see enough of each style to tell how it will look on the wall. 
Comfortable chairs allow customers to choose the paper in their leisure. 





VIEW of the Forrest Lumb 
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pany store at Lamesa, Texas. 





37 













"Yossiree .. 
his own!" 


peace of mind. 


Be "smart"... call FORREST today! 


No Priorities! 
No Red Tape! 
Dia! 4335 


1300 Block 4th 





"You're A 
Smart Guy 
Daddy’ 


. you knew a big fellow like me needs a room of 


Plan now with FORREST for a home for that swell family of 
yours! It's @ smart investment in comfort, happiness and 


Surveys show that in a lifetime the average family pays for 3 
houses in rent... Why not OWN the next one you pay for? 





EVERYTHING FOR THE BUILDER 


Tae 







LUBBOCK 


1300 Bloct 4th St. 











Phone 4335 





[RST STEP. 


Her first step is one you'll remember with happiness for years 
+... and you will happily remember your first step toward own- 
ing your own home. 


Why not take that step today? You, too, can look 
confidently ahead to what the future holds when 
you're in your own home. 


CALL TODAY! 
No Priorities ... 


No Red Tape 
Lubbock, Texas 














ADVERTISEMENTS like these lift Forrest Lumber comp 
quality and flavor of the better de 


are kept employed in the yard so 
they will have a steady income. 


SPECULATIVE BUILDING 
MR. FORREST’S firm keeps 
speculative building active in Lub- 
bock but doesn’t do the speculating 
itself. This is accomplished by 





means of an ingenious program. 
The firm selects lots and furnishes 
plans, arranges for permits and 
other necessary papers. All of 
these are turned over to chosen con- 
tractors who build the houses. The 
contractor does the _ speculating. 
The firm sells him lot and mate- 





FORREST Lumber company store at Morton, Texas. 
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y promotion out of the ordinary, give it the 
partment store advertising. 


rials and gives him valuable serv- 
ice such as arranging papers, fur- 
nishing plans, etc. 

The chosen contractors are not 
jeopardized. The firm protects 
them from undue risks by study- 
ing the market carefully. Records 
are kept of prospects, sales, etc. so 
that the speculative building pro- 
gram never gets out of hand. On 
this basis they have sometimes 
been as many as 20 houses ahead 
of sales. Usually the houses are 
sold as soon as completed-—and 
frequently sooner. 


EMPLOYEE RELATIONS 


ASKED about his plans for per- 
sonnel recruitments, training and 
relations, Lamar Forrest answered: 
“We don’t know all the answers, 
but we work like hell at it.” Per- 
haps the most significant thing 
about the company is the real un- 
derstanding and appreciation of 
manpower possessed by this Mas- 
ter Merchant. He will talk man- 
to-man with any employee and can 
see their problems and viewpoint. 

He shares profits with his work- 
ers. This is paid in the form of 
bonuses (some of them have been 
quite generous) and the amount 
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depends on profits and quality of 
the employee’s work. Forrest is 
stil] studying in an effort to devise 
better ways of profit sharing. 

His yard managers receive a 
basic salary to meet living ex- 
penses. In addition to that they 
are given 10 percent of the net 
profit earned by their yards. 

Mr. Forrest holds regular store 
meetings. He maintains a com- 
plete library on subjects that will 
be of help to his employees. In 
personnel training his concept of 
flexibility, of making the approach 
fit the case, is brought into full 
play. He has never devised a 
standardized course of training. 
Some employees have been sent to 
Dale Carnegie courses at company 
expense, some have been provided 
with International Correspondence 
School courses in architecture. 

The company has a group insur- 
ance and hospital plan, which the 
employees subscribe to almost 100 
percent. This policy provides 
money for the family of an em- 
ployee at his death, for surgical 
operations and for hospital ex- 
penses. 

The company pays the full cost 
of the insurance for each eligible 
employee, if the employee pays the 
insurance for his dependents. If 
an employee has no dependents, the 
company will still pay the full cost 
of the insurance for him. 


merece etna 
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ANOTHER interior shot of the Lamesa store shows the standing metal moulding display. 


ALL of these houses were built on speculation by the Forrest Lumber company. The firm selects 
the lots and furnishes plans. These are turned over to a contractor who does the speculating. 
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INSULATING the hog house with insulation board is a comparatively simple operation, proponents 
of this iype of insulation point out, since hammer, saw and nails are the only equipment needed. 










Surveys Show Farmers Are Preparing For 
Many Types of Insulation Jobs 


_ THE FARM insula- 
tion market for sales oppor- 
tunities. 

The contention that insulation 
will help the farmer get more milk, 
more eggs and more work from 
healthier stock feed is not new. It 
has been preached by insulation 
manufacturers and some agricul- 
tural educators for almost two 
decades. What is new is a flood of 
evidence that the idea is finally 
taking root. 

Of equal interest to the lumber 
dealer, who is preparing for the 
time when selling again will be an 
important factor in his business, 
is the growing preference for com- 
mercial insulations over the home- 
grown variety. 

SALES OPPORTUNITIES 

HERE are a few of the straws 
in the wind which point to increas- 
ing opportunities for insulation 
sales: 

1. Practically every major agri- 
cultural publication has emphasized 
the value of insulated farm build- 
ings. 

2. Agricultural colleges are de- 
voting more time to teaching the 
principles of farm insulation in 
their classes. 

3. Insulation is scoring heavily 
in surveys made to determine the 
immediate improvements planned 
by farmers. 

Photos: Insulation Board institute, West- 


ern Mineral Products company, Wood 
Conversion company. 
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Behind this trend, insulation 
manufacturers believe, is the im- 
petus given by the war to higher 
farm production. Faced with the 
job of turning out more food than 
ever before in history, farmers be- 
gan to realize that their buildings, 
most of them put up some 25 to 50 
years ago, were not up to today’s 
requirements. In a_ mechanized 
age, farm structures as a whole 
were still in the horse and buggy 
stage. One of the big deficiencies 
was their inability to protect ani- 
mals and stored crops from weather 
extremes. The remedy was found 
in insulation. 

A good indication that it will pay 
the retailer to promote insulation 
sales is found in two surveys just 
completed by a leading farm maga- 
zine, The Farmer. One covered the 
Dakotas and the other Minnesota. 

The Dakotas’ survey showed that 
within a year or so after supplies 
became available 19.3 percent of 
the farmers’in those states intend 
to insulate their poultry houses. 
Dairy house insulation is planned 
by 9.3 percent. A total of 7.5 per- 
cent are eager to insulate their 
milk houses and 6.2 percent want 
to insulate dairy barns. 

The Minnesota survey followed 


the same pattern. Insulation of 
poultry houses is on the immediate 
improvement schedule of 18.2 per- 
cent of the farmers. About one in 
10 plan to insulate milk houses. 
Eight percent expect to insulate 
dairy barns and plans for hog house 
insulation is listed by 4.8 percent. 
STRONG POTENTIAL MARKET 

WHILE these figures apply only 
to those farmers who are hoping 
to insulate within the year, they 
give some idea of the potential mar- 
ket. In the Dakotas, for instance, it 
would take some 70,000,000 feet of 
insulation board (on a _ half-inch 
basis) to meet the declared inten- 
tions for poultry house insulation 
alone. That figure presupposes that 
an average house would measure 
20x30 and that an inch of insula- 
tion would be used on walls and 
ceiling. 

The total potential for the use of 
insulation materials on the Nation's 
farm runs into staggering figures. 
The 1940 census of agriculture lists 
more than six million farms. All 
have buildings suited to their par- 
ticular type of agriculture in addi- 
tion to some that are common to 
all. It is estimated, for example, 
that 90 percent of all farms main- 
tain poultry flocks. The great ma- 

















With income and cash assets at a record peak, the farmer 
is receptive to insulation sales as a road to greater profits. 
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jority of these buildings are unin- 
sulated. 

Of course the best opportunities 
for insulation sales are in the 
northern states. The South, how- 
ever, also is becoming insulation 
conscious. One of the most enthu- 
siastic boosts for insulation in re- 
cent months appeared in a recent 
issue of The Progressive Farmer. 
Prof. Price Hobgood of Texas 
A. & M. college pointed out that 
insulation is as valuable in protect- 
ine stock from excess summer heat 
as it is in guarding them against 
cold in winter. 


NEED COMMERCIAL JOBS 

ANOTHER major article, this 
time in Successful Farmer, pointed 
out that homegrown insulations 
such as sawdust and straw, lack 
the effectiveness of commercial in- 
Sulations. These so-called natural 
insulations are likely to settle or 
pack, lose their efficiency because 
of dampness, and harbor vermin. 

The commercial insulations 
adapted to farm use are largely the 
same as those used for residential 
building—-insulation board, min- 
eral wools, mineral pellets, bats and 
blankets. One of the most widely 
used is structural insulating board. 

Active agent in spreading the 
gospel of farm insulation is the 
Insulation Board institute, which 
is comprised of the manufacturers 
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THESE before and after photos of a poultry 
house clearly indicate why insulation is a big 
factor in increasing production. 





of insulation board. The Institute’s 
48-page manual, Farm Building In- 
sulation, is now used in classwork 
by more than 30 of the Nation’s 
leading agricultural schools. An- 
other edition is now being printed. 


SUGGESTED POSSIBILITIES 


SERVICE buildings most in need 
of insulation are poultry laying 
houses, brooder houses, dairy barns, 
milk houses and hog houses. In ad- 
dition, insulation is highly desir- 
able for grain storage, fruit and 
vegetable storage and lambing 
houses. Farmers who keep bees 
will have a better chance of bring- 
ing the colonies through the winter 
if the hives are insulated. Machin- 
ery sheds are becoming more nu- 
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merous on the farm and the Letter 
ones have insulated workshops. 
Poultry houses probably present 
the best immediate market for in- 
sulation materials. They are com- 
paratively small in size, but there 
are more of them and their need 
for protection is greater. The lat- 
ter is because the areas through 
which heat is lost is so large in re- 
lation to the amount of heat given 
off by the birds. It has been shown 
that hens in warm shelters produce 
more eggs than those in cold ones. 
A recent check on demonstration 
flocks in Iowa disclosed that hens 
kept in insulated houses returned 








$1.98 more profit annually than 
those kept in uninsulated shelters. 

Insulation applied in dairy barns 
works both summer and winter to 
repay its costs and show a profit. 
Milk production drops off when 
barn temperatures either rise above 


or fall below the comfort level. 
Moreover, insulation when com- 
bined with ventilation helps to 
overcome dairy barn dampness, 
which is a major problem in dairy- 
ing. : 

Effective insulation of hog houses 
increases profits for the raiser by 
decreasing the mortality rate, es- 
pecially that of very young pigs. 
The profit margin depends on the 
number of pigs raised to market 
weights. Some raisers estimate that 
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is greater, for farm houses usually 
lack the protection which surround- 
ing buildings give homes in built- 
up communities. Exposed to the 
full force of winter winds and cold, 
they frequently are hard to heat 
even with ample fuel supplies. 

PROMOTIONAL STEPS 

INTELLIGENT promotion will 
help the aggressive lumber dealer 
tap this growing field for insulation 
materials sales. The first important 
step for the dealer is to inform 
himself about farm insulation so he 
can discuss it intelligently with his 
farm customers when they drop in 
for other purchases. 

The dealer can often arrange to 
set up a display of insulating ma- 
terials in the office of the county 
farm agent. A _ similar display, 
pointed directly to farm insulation, 
should be set up in the yard sales 
office. And, of course, newspaper 
and direct mail advertising will 
help turn the farmer’s interest into 
sales. 

Farm incomes and cash assets 

ALTHOUGH service buildings constitute the biggest insulation business on the farm, many ane at rg d peaks. Most farmers 

farmers are interested in insulating their attics and spare rooms. are more inclined to invest their 

funds in improvements than for 

only the pigs over five per litter re- ing sows, too, must be safeguarded. extending their land holdings. High 

turn a profit. To thrive, young pigs Farm dwellings, of course, are production is still the goal. All of 

must have protection in_ cold in need of insulation as much as these signs point to a prosperous 
weather. The health of the breed- those in the city. Often the need year for insulation materials. 
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MODERN dairy barn insulated on both side walls and ceiling is an important factor in keeping milk 
production high in both summer and winter. Cows are also healthier and eat less in well insulated 
structures. 
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Co-Founder of Lumbermen’s National Red Book 


Service Still Active in Business 


Wm. Clancy, at 88, is a vigorous chairman of the board 
of directors; he keeps regular hours at his Chicago office. 


HEN YOU think of credit 
ratings and collections in 
the lumber business, you natur- 
ally think of the Lumbermen’s 
Credit association and the Lumber- 
men’s National Red Book service 
—a combination unparalleled in its 
field. 

Not many of the users of these 
services realize that Wm. Clancy, 
co-founder of this service 73 years 
ago, is still active in the business. 
Mr. Clancy, now a venerable man 
of 88, maintains regular office 
hours daily in his company’s head- 
quarters on the 17th floor of the 
Transportation building, 608 South 
Dearborn Street, Chicago. 

“T’ve always enjoyed my work 
and I’ve always been a worker,” ob- 
served Mr. Clancy the other day, 
pausing to tell a representative of 
this magazine something of his 
business career which began when 
most of Chicago’s lumber arrived 
by water. 

Like most of the men of his day 
who became successful, Mr. Clancy 
rose to the top the hard way. The 
last of a family of 10 children, he 
was born in Norfolk county, Sim- 
coe, Ont., where his father owned a 
daily newspaper. When his father 
died, Mr. Clancy’s mother carried 
on her husband’s newspaper busi- 
ness successfully until the plant 
burned. 

Looking for a place where all 
hands might be gainfully employed, 
Mrs. Clancy finally moved her fam- 
ily to Chicago after several of her 
sons were successful in securing 
employment in the city. 

Mr. Clancy, as a boy of 12, took 
his first Chicago job at Field-Leiter 
& company, predecessor of Marshall 
Field & company. His job was cash 
bey. Later he went to work as gen- 
eral clerk at $4 a week for the Fur- 








WM. CLANCY, chairman of the board of the 
Lumbermen’s Credit association. 


niture Manufacturers exchange, a 
credit and collection service for the 
furniture industry located diagon- 
ally across the street from the 
AMERICAN LUMBERMAN, which an- 
tedates the Red Book service by 
only three years. 

Lyman L. Barber, who owned a 
good-sized Chicago yard, suggested 
the benefits of a similar credit and 
collection service for the lumber 
trade to young William’s employer, 
Marshall D. Talcott. Talcott liked 
the idea and agreed to put up the 
money for the new enterprise, giv- 
ing his 15-year-old employee half 
interest on condition that he work 
nights and overtime developing the 
business. 

Their earliest Red Book ran 
about 300 pages and listed yards in 
the northwestern states; the latest 
bulky volume contains 45,000- 
50,000 listings. At first most of the 
‘business was of a local nature and 
the book was sold on a door-to-door 
basis. A book huckster of German 
descent, notable for his Bismarck- 
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ian mustache, “put us on the map 
in three years by his aggressive 
salesmanship,” says Mr. Clancy. 

Traveling on foot, by tram and 
horse and buggy, Mr. Clancy him- 
self solicited a good deal of the 
local business. Expenses were 
light. Office rental was $7 per 
month and investigators employed 
by the new business received $5 
weekly. 

The business grew with the 
years. More than 100 employees 
have been on the payroll at one 
time. A New York office was es- 
tablished about 40 years to handle 
eastern accounts. 

Lumber dealers have a reputa- 
tion for being liberal with credit— 
too liberal for their own good often- 
times, Mr. Clancy believes. Never- 
theless, business failures are a 
rareity compared with the ordinary 
business enterprise. There are two 
reasons for this, Mr. Clancy be- 
lieves: experience and capital are 
prequisites for entering the busi- 
ness and few people are foolish 
enough to try their luck unless 
properly qualified. 

As chairman of the board, Mr. 
Clancy is in a position to offer valu- 
able advice based on years of ex- 
perience. His son, William C. 
Clancy, president and treasurer of 
the concern, occupies an adjoining 
office. 

“I’m perfectly happy at my desk,” 
said the elder Clancy, seated at the 
walnut rolltop desk with its scores 
of cubbyholes which has been as 
much a part of the office as himself 
for the last 45 years. 

Running his hands along the 
solid arms of his cane-seated swivel 
chair, Mr. Clancy concluded: 

“The lumber business, you know, 
has always been one of the strong- 
est businesses financially.” 
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Job analysis and task setting make effective 
coordination and supervision easily possible. 








Systematize Administration 


HE GENERAL manager of 

a retail lumber and building 
products yard must direct a busi- 
ness more complicated than any 
other in the entire field of retail 
merchandising. As an executive 
the first and most important quali- 
fication of the general manager is 
his ability to pick and train his 
employees to function under his di- 
rection. 

It is virtually impossible to do 
this effectively without employing 
the techniques of job analysis. Job 
analysis may be superficial or de- 
tailed—but in some form or other 
it must enter the thinking of every 
general manager. His job, when 
stripped down to fundamentals, 
consists of job analysis and task 
setting, personnel selection and 
training, supervision of work and 
coordination of all activities. He 
might have one or a hundred people 
to help him, depending on the size 
of the organization. 

There will be three articles in 
this series which pertain to job 
analysis and task setting. They 
will treat the administrative, oper- 
ational and sales organizations of 
the retail lumber and building prod- 
ucts business. It is the scope of 
this article to cover only the ad- 
ministrative personnel. 


EACH YARD A PROBLEM 

THE PROBLEM is highly indi- 
vidual and no two retail yards are 
confronted by exactly the same 
conditions. Any article on the sub- 
ject must necessarily be general 
rather than offering an ultimate 
solution it can only point to an ap- 
proach. 

Yards vary widely in size, loca- 
tion, stocks carried, number of em- 
ployees, etc. But nearly all of 
them have certain administrative 





functions which must be per- 
formed. These basic functions are 
as follows: 


1. General management. 

2. Credit management. 

3. Store management. 

4. Accounting management. 

5. Sales management. 

6. Purchasing management. 

7. Yard, mill and delivery man- 
agement. 

8. Construction supervision 
management. 


In the largest yards there might 
be a separate executive to handle 
each of the functions listed above. 
Each of these executives will have 
one or more assistants depending 
on the volume of work for which 
he is responsible. In small yards 
one or two men, including the 
owner, might handle all of these 
functions. 


EXECUTIVE JOB FUNCTIONS 

THE number of men holding ex- 
ecutive positions and the meaning 
of their titles varies from one com- 
pany to another. The basic execu- 
tive job functions are universal, 
and every company must perform 
them. 

These job functions and brief 
descriptions of what they include 
are given below: 

GENERAL MANAGEMENT: Re- 
sponsible for everything covered in 
this series of articles. The co- 
ordinating factor. 

CREDIT MANAGEMENT: Duties of 
this office are to pass on all credits 
or arrange suitable financing and 
to effect all necessary collections. 
. .. Credits and sales are so closely 
interwoven that they cannot and 
should not be separated. The credit 
manager is as much of a salesman 
as any other man in the organiza- 
tion—he is selling the use of so 








IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES 
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many dollars to the customer at e 
profit for the company. ; 

STORE MANAGEMENT: Organiz- 
ing the mechanics of retail merch- 
andising is the essential part of 
this job. In a sense it might be 
considered part of the sales depart- 
ment——and then the development of 
new store business is a part of the 
job. Creation of a smoothly run- 
ning store organization, building 
store traffic, boosting sales and 
keeping customers satisfied are all 
parts of this job. 

ACCOUNTING MANAGEMENT: 
3asic duty of this office is to keep 
suitable records so the company 
can pay its creditors and bill its 
debtors. But that is not enough. 
Without proper accounting the gen- 
eral manager will soon lose control 
of the business. The success of 
store departmentizing depends on 
accounting. Taxes cannot be ac- 
curately figured without detailed 
records. Control of expenses, mar- 
gins and profits depends on the ac- 
counting management—and proper 
interpretation of the records it 
prepares. 

SALES MANAGEMENT: This func- 
tion embraces the selection, train- 
ing, equipping and operation of a 
sales organization. Advertising, 
whether or not it has the status of 
a separate department, is under 
the direction of the sales depart- 
ment. 

PURCHASING MANAGEMENT: Buy- 
ing is of vital importance to the 
success of the company. In a large 
concern at least one capable man 
should devote full time to it. Even 
in a small yard it should not be 
slighted. The following points 
should be considered in intelligent 
buying: 

(a) what sales help does manu- 
facturer offer? 

(b) what market does the prod- 
uct have? 

(c) will it be profitable? 

(d) is the investment out of 
line? 

(e) could better service to your 
market be provided by stocking ad- 
ditional products? 
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(f) what quanitity should you 
buy ? 

(g) are proper storage facilities 
available? 

(h) could you increase sales of 
some products by stocking related 
and allied merchandise to sell with 
them ? 

YARD, MILL AND DELIVERY MAN- 
AGEMENT: This job function re- 
quires high qualities of leadership 
and salesmanship. Major responsi- 
bilities are as follows: 

1. Receive and inspect incoming 
“naterial. 

2. Supervise unloading and place 
material in stock. 

3. Supervise and operate driv- 
ers and eequipment. 

!. Load and forward orders 
promptly. 

5. Receive returned materials. 

6. Care for yard equipment. 

7. Be responsible for mainte- 
nance of yard buildings. 

8. Employ yard labor. 

9. Supervise operation of mill or 
wood-working shop. 

10. Be responsible for orderli- 
ness and appearance of stock and 
yard in general. 

11. Report damaged stock. 

12. Report all low inventories. 

13. Close and lock yard at end 
of day. 

CONSTRUCTION SUPER- 
VISION MANAGEMENT: All dealers 
engaged in “package selling” have 
found that this is separate manage- 
ment function. Its purpose is to 
see that the production of buildings 
sold on contract proceeds smoothly. 
If the volume of business justifies 
it, one qualified man should spend 
full time in this work. In some 
companies, however, it is necessary 
to combine the work with other ex- 
ecutive duties. 


ACHIEVING SYSTEM 


TO SYSTEMATIZE the admin- 
istration of his company the gen- 
eral manager must: 

!. Know the policies and objec- 
tives of the company. How much 
is it trying to sell? What is it 
trying to sell and to whom? What 
services does it intend to render 
to customers? These are elemen- 
tary questions but the problem 
must be approached from a basic 
Viewpoint. In some cases even 
when the owner serves as general 
manager he has never defined the 
firm’s objectives clearly. 

2. Determine what basic func- 
tions must be performed to imple- 
ment these policies and reach these 
objectives. At least seven of the 
functions listed above will be re- 
quired in almost any firm. Many 


firms will require all eight, and in 
some cases the list might be length- 
ened and sub-divided. 

3. Make a job-analysis of each 
of the required functions. This 
means to break each function down 
into a list of all the small duties 
and operations it includes. Decide 
which of the functions will require 
a full time executive and which of 
them can be grouped with other 
functions and assigned to other ex- 
ecutives. In the average concern 
the number of positions or jobs 
thus created will be smaller than 
the number of functions which 
must be performed. 

4. Select the proper men to fill 
the positions thus created and see 


thaf they are thoroughly trained in 
the functions they must perform. 

5. Constantly serve as a coordi- 
nator. See that all departments 
function harmoniously and that the 
work of each executive employee 
fits into the overall picture. 

This is merely a suggested ap- 
proach—not a solution. Because 
the approach involves evaluation of 
factors which might be peculiar to 
the individual company, it also in- 
volves some deep thinking. In that 
direction, however, lies the only 
solution which is ideally tailored to 
the needs of your company. 


NEXT ARTICLE: The June 7 issue 
will cover job analysis and task set- 
ting for operational employees. 





Survey Indicates Homeowners Are 
Active in Decorating Own Homes 


NEARLY nine out of 10 families 
in the Chicago area have had their 
homes or dwelling units painted or 
decorated sometime in the past two 
years, a survey made by Market 
Facts. Inec.. for The Chicago Trib- 
une discloses. 

Specific objectives of this study 
included : 

1. To determine what proportion 
of Chicago and Cook County fami- 
lies have painted or decorated the 
interiors or exteriors of their dwell- 
ings in the past two years. 

2. To uncover the nature of the 
painting or decorating done. 

3. To determine the proportion 
of work done by family members. 

4. To establish brands of paint 
purchased and types of stores at 
which purchased. 

Questionnaires returned by 478 
families disclosed 91 percent of 
home owners have had interior work 
done in contrast to 78 percent of the 
home renters and 86 percent of the 
apartment dwellers. 

HOME OWNERS LEAD 

Percentagewise, home owners do 
far more work than do the home 
tenants or apartment dwellers. For 
all interior work, with the exception 
of caleimining, more rooms are dec- 
orated by home owners than by 
either home renters or apartment 
dwellers. 

Family members do their own 
work in approximately 78 percent of 
the cases. More than one-half of the 
rooms were done by family members 
themselves, regardless of the type of 
work done, with the exception of 
caleimined ceilings. : 

Following is the breakdown of 


Buitpinc Propucts MERCHANDISER, May 24, 1047 


work done by family members: walls 
painted, 64.1 percent; walls papered, 
59.7 percent; walls calcimined, 60 
percent: ceilings painted, 70.5 per- 
cent; ceilings calcimined, 30.1 per- 
cent; floors or woodwork varnished, 
78.2 percent. 
OUTSIDE WORK DONE 

Approximately 91 percent of the 
home owners have had exterior work 
done in contrast to 78 percent of the 
home renters and 86 percent of the 
apartment dwellers. Fewer families 
have had exterior work done. Ap- 
proximately eight out of 10 home 
owners have had outside work done; 
four out of 10 home tenants and two 
out of 10 apartment dwellers have 
also had outside work done. 

Another interesting finding is 
that 94 percent of those families 
owning one or two family dwellings 
had the exterior work done by some 
member of the family. Nine out of 
10 home owners purchased paint for 
their exterior work. 

An analysis of sources of supply ” 
disclosed that five out of 10 of those 
persons buying paint for either in- 
terior or exterior work purchased 
the paint from a paint or wallpaper 
store; two out of 10 at a hardware 
store; approximately 15 percent 
from mail order houses; seven per- 
cent bought their paint at depart- 
ment stores. 

One half of the families queried 
as to whether they had had “any ex- 
perience with the new type one-coat, 
quick drying wall paint” claimed 
they had. Seventeen percent of the 
users said they were disappointed in 
one way or another with this type 
of paint. 














ARCHITECT'S drawing shows the proposed sales building and display room of the Wright- 
Bachman Lumber company. 


Stockyard Store 


Capitalizing on its unusual location, Wright-Bachman Lumber Company, Indianapolis, 
is modernizing its store front and executing a comprehensive advertising program 
to boost sales toward the million-dollar goal the company has set for 1947. 


T ISN’T OFTEN that you find a 
retail lumber store inside a big- 
time stock yard, but that is where 
Wright-Bachman Lumber company, 
Indianapolis, is located and quite 
happy about it, too. 

Occupying a building which or- 
iginally served as a meat-packing 
house, Wright-Bachman has shown 
a strong growth since it opened in 
the fall of 1940. In its first full 
year of business (1941), it did a 
gross of $87,000. Last year the 
store set a goal of $350,000; the 
books at the end of the year re- 
vealed a gross business of $650,000. 


AO REFUNDS PERMITTED 


WITHOUT SALES SLIP 


For 1947 the management has set 
a goal of $1,000,000 for which the 
breakdown is tentatively set at 
$900,000 for lumber and $100,000 
for hardware. 
AGGRESSIVE PROGRAM 

TO ACHIEVE this goal, the 
management is executing a mer- 
chandising and modernization pro- 
gram designed to make the most 
of its unusual location. 

Wright-Bachman is planning to 
spend $15,000 to $18,000 for ad- 
vertising and _ sales promotion 
which will include radio, news- 
papers and direct mail. Much of 





KEY men in the Wright-Bachman sales organization are Earl Feltman, electrical and plumbing 
department; Ralph Heim, plywood and millwork; Victor Kingdon, advertising and store display; 


C. F. Cunningham, stock control and hardware; Jack Johnson, farm hardware and paints 


Peter Miller, lumber; J. B. Maclom, sales manager; E. P. Ervin, manager. 
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the advertising, especially by radio, 
is slanted toward the farmer- 
trucker trade that passes the front 
door of the store. 

A spot radio announcement three 
times weekly over station WIRE 
just before the farm market report 
emphasizes the availability of cer- 
tain specific building materials, 
stresses the location of the store 
and urges truckers to carry a full 
load of merchandise on their return 
trip. The price of featured items 
is mentioned occasionally, ‘but not 
always. The announcement invari- 
ably includes the company’s radio 
slogan: Buy Right at Wrigit- 
Bachmaw’s. 

To make the most of the farmer- 
trucker trade, the company some- 
times distributes hand bills to driv- 
ers while they are waiting to take 
their trucks into the yard. A black- 
board featuring a current special 
has been set up especially for this 
trade. 


NEWSPAPER ADVERTISING 

NEWSPAPER advertising is 
used to blanket the metropolitan 
and suburban area. The lead item 
of the week is featured in the West 
Side Community News, which is 
read by people in the vicinity of 
the store. The Marion Couity 
Mail, a weekly that goes to all 
farmers in the county, is another 
outlet used to reach the agriciil- 
tural trade. In addition, the com- 
pany uses a weekly display ad on 
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ORIGINALLY serving as a meat-packing house, this is the building at present occupied by the 
Lumber company. 


the building page of the Indian- 
apolis News. 

If the item advertised is of par- 
ticular interest to women, the ad 
may be placed on the society page. 
For example, a kitchen air ven- 
tilator. 

Service With a Smile is the slo- 
gan utilized in the company’s news- 
paper advertising. 

Just to make sure that this 
slogan means what it says, Man- 
ager Ervin, at a recent staff meet- 
ing, played back recordings of 
eight telephone conversations he 
had made anonymously with eight 
of his salesmen. The result was 
entertaining and on the whole quite 
gratifying, Manager Ervin said. 
Ordinarily staff meetings are held 
twice monthly. 

NEW STORE FRONT 

SO FAR, the advertising pro- 
gram has been almost the sole 
means of drawing customers into 
the store. Soon, however, the store 
will speak for itself through the 
huge picture windows that are part 
of the plans for modernization. 


Work is already underway for 
completely remodelling the exterior 
to provide glass brick windows, 
overhead doors and floor-level dis- 
play windows with a total front- 
age of 144 feet. Assistance in 
planning this work was _ secured 
from the Indiana Lumber & Build- 
ers’ Supply association. A special 
room 16x64 feet is being modern- 
ized for farm equipment. 

Until now, the exterior of the 
store, almost a solid brick wall, be- 
lied the interior with its fluorescent 
lighting and its departmentaliza- 
tion. The store itself is 64 feet 
long and 48 feet wide. Eight large 
islands and six small ones are 
loaded with builders’ hardware, 
houseware, electrical supplies for 
the home and many other items. 
One feature of these islands, which 
were built in the company’s wood 
working shop, incidentally, are the 
overhead cross bars which permit 
the display of many additional 
items. 

The wood working shop is set 
up to do small jobs exclusively for 


the company and is equipped with 
a rip saw, band saw, small joiner, 
hand and electric sander and a few 
hand tools. 


WILL SELL APPLIANCES 

WRIGHT-BACHMAN is _plan- 
ning to enter the appliance field 
very soon. Appliance salesmen will 
receive three percent commission 
on final sales. Year-end bonuses 
are paid employees on the basis of 
the individual’s contribution to the 
company. 

The store has done an outstand- 
ing business in small prefabricated 
buildings. Several of these pre- 
fabs, clearly price tagged, are 
erected near the store. The com- 
pany has sold 200 brooder houses 
in the last year and several car- 
loads of prefabricated garages and 
a number of small prefabricated 
industrial buildings. 

In sales volume, the business 
breaks down about as follows: 
lumber, roofing, stock mill work, 
farm supplies, builders’ and light 
hardware. Featured among the 
farm supplies are field and poultry 
fencing, poultry netting, steel farm 
gates, hog houses, grain bins, elec- 
tric and oil brooders, milk cans 
and pails. 

While the store was not started 
on the proverbial shoe string, its 
original quarters were a fraction 
of what they are today. During 
the store’s early days, two truck 
drivers were hired on a contract 
basis; now the store has two trucks 
of its own and several others that 
are hired on a hourly basis. 

The stock yard store is the third 
operation of Wright - Bachman. 


The company continues to operate 
a mill and retail yard in Forest 
City, N. C., also a retail yard in 
Charleston, W. Va. John J. Weldon 
is president of the company. 





ONE of the eight large islands, left, in the store carries electrical appliances and supplies. Behind the 


island can be seen part of the hand tool and paints departments. 


Other home equipment such as 


lawn and garden tools and kitchen cabinets are shown in display at right. 
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How to Make the Sales Pl | 
Fit the P t 
custo 
If you would succeed you must understand the prospect. givin 
Classify him, survey his needs and serve those needs. yer 
Don’t try to change him — change your technique. recor 
best 
This 
HE SALESMAN who knows KIND OF me 
nothing but his products is otn 
a sedeiiidae-ins enti how a CUSTOMERS ee ow ee eee chas 
informed he may be it is prac- oe ot eee a ee : oer Ye 
tically impossible for him ai Silent Her face is blank — you Tell her the facts, astonish No. 
above mediocrity to the heights of get no response her with a wealth of knowl- cess! 
creative salesmanship. But the edge. Get her to talk of i 
man who understands people has oe ih % a mig si eae Ral knov 
the makings of a pase Ai be i Talkative Tells all the family troubles Ask questions, talk about essa 
—for people are prospects and he May talk you out of a sale something else — make her sire 
knows how to handle them. A com- talk about her home to ¢ 
bination of technical product in- = seme 5 rice ' Pearman 7a veg few 
formation, positive scamnaceadiiee ond Know-it-all Does not like to be told Is susceptible to flattery— that 
knowledge of people is unbeatable anything; strong likes and don't air your knowledge— leav 
in the selling world. dislikes praise her ple 
Understanding people and likin a 7 ae ee of d 
them Rion > og aca te ft Indecisive Does not know what she Do some deciding yourself sons 
his sales plan to the prospect. Suc- wants , —state what you think she 
cessful salesmen do this constantly. Indecision due to lack of would prefer and why 
With many of them it is so habitual confidence 
it is almost unconscious. Without : 2 einai ig Raha a : 
exception, however, they first Doubting Does not trust anybody Fall back on the reputation tho: 
started practicing the techniques Likely to contradict your of the Company, national rela 
as a conscious effort before the statements advertising, etc. and 
habit could be formed. ma Se saiacmamaia ye? = ae = mal 
Some schools of salesmanship, Timid Wants to be advised Gain her confidence — go nat 
apparently, have been founded on Places faith in what you carefully over the needs of ma 
the idea of classifying prospects say her home 4 
into physical types and designin agar ag ae os paragioy ~ i or: 
the Bus talk eg appeal to ace Dignified Haughty in manner Her pride is her weakness by 
and emotional buying motives sup- Seeks to dominate —she knows what she wants rea 
. ; ; $ , ee ai anna Figs = 7 ae = sat 
gmc agp chon a Suspicious Slow and doubtful — will Frankness and candor, be wh 
the shate at peecwcagetinga pe pase argue free with proof—use list of tha 
similar features are supposed to reas eae a os _ a “se 
be nearly always associated with Fussy Has plenty of objections Be anxious that everything by 
certain emotional and mental char- Respects real knowledge __ is just right. When she is pre 
acteristics that control buying hab- spending money she has a ; 
its. That these emotional and men- right to the best ro. 
tal qualities do affect buying hab- : alan erin 
its is pretty obvious, but no one Too Friendly Has friendly flattery for Ask questions, confine dis- rel 
has ever proved co-relation of these you cussion to her needs di 
qualities with physical attributes. ga 
-relati does , , , 
agg gente poe by their speech and actions—for handle them. But making the sales ” 
q : th cadet vii pee in these are surer indices to the emo- __ plan fit the prospect entails far 
— - he “a 7 ee ere wr tional and mental characteristics more than is expressed in that ‘a- tal 
covered scientific proof to support and a safer guide for individual- hie. to 
the theory. izing the sales plan. A table with Adapting the sales plan to the stp 
sneene, enammeetiionne this article gives some idea of how prospect means selling the cus- = 
; - ; this is done on the job. It gives tomer something he really needs th 
RATHER than getting involved the basic types of woman prospects and should buy—not selling him 
in such theories, most successful —as classified by speech and man- what you think you can force off on 
salesmen classify their prospects ners—and suggestions on how to on him. It means maintaining good cu 
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IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 











customer relations. It means go- 
giving instead of go-getting. It 
means regarding yourself as a pur- 
chasing agent for the customer and 
reconciling that viewpoint with the 
best interests of your company. 
This is not as difficult as it sounds 
—an ethical sale is one in which 
both parties to the sale and pur- 
chase get value received. 

You should now review Lesson 
No. 10—The Seven Parts of a Suc- 
cessful Sale—from the viewpoint 
of individual prospects you have 
known. You know that it is nec- 
essary to arouse interest, create de- 
sire and answer objections in order 
to close a sale—these are just a 
few of the seven steps. You know 
that what interests one person may 
leave another cold. Different peo- 
ple desire different things, think 
of different objections to your rea- 
sons for buying. 


EVERY SALE INDIVIDUAL 


EVERY completed sale includes 
those basic seven parts. But the 
relative importance of each part 
and how it is handled by the sales- 
man will depend on the individual 
nature of the prospect. The sales- 
man gauges the prospect’s nature 
by securing as much advance in- 
formation about him as possible— 
by being alert to his moods and 
reactions during the sales conver- 
sation. He emphasizes those things 
which will have a strong appeal to 
that type of prospect—eliminates 
unnecessary things which will only 
bore him. That is what is meant 
by making the sales plan fit the 
prospect. 


There are eight basic factors in 
good customer relations. They are 
given here because all are inter- 
related, and many of them have a 
direct bearing on this problem of 
gauging the prospect and making 
the sales plan fit him. 

1. Knowledge of the fundamen- 
tal job: How to attract attention, 
to arouse interest, to fit your prod- 
uct or service to the customer’s 
needs, to create desire and close 


the deal as detailed elsewhere. 


2. Knowledge of what is going 


on in the customer’s mind. Seven 
customer questions, usually un- 


voiced, must be answered in nearly 
every successful sale— 

Why should I talk to this man? 

Do I really need these things? 

I want it!—How much is it? 

How can I justify it? To my- 
self, to the family budget, to my 
wife or husband, to my business or 
company? 

Would I rather have it than the 
money it costs! 

Can I buy it for less? 

Am I buying from the right peo- 
ple? 

3. Adequate information about 
the customer: age, sex, occupation, 
income bracket, his needs for your 
product, his buying habits. If you 
can predetermine his hobbies, his 
clubs, his political and religious af- 
filiations and his likes and dislikes, 
all are helpful. 

4. Adequate selling equipment. 
Your sales manager will have an- 
alyzed every item of equipment you 
will need to meet every known con- 
dition surrounding your sales, but 
it is your job to see that every 
item of equipment needed for the 
particular job is at hand. Equip- 
ment should include material which 
will prove your selling points such 
as: 

Users’ testimonials 

Customers’ similar experiences 


Personal experience 
Laboratory tests 
Demonstrations—Trial 
Pictures of installations 
Visits to installations 
Performance stories 
Long lists of users 
Authoritative references 


5. A planned presentation which 
will: a) stimulate the customer’s 
imagination; b) make him feel the 
benefits to him in your product; c) 
concentrate on the items of key 
interest to the customer; d) over- 
come any objections and close pain- 
lessly. 


KEEP SALES STORY ALIVE 

ANIMATE your presentation— 
pep it up with personal, humanized 
references. Live your story as you 
tell it, and your prospect will live 
it with you. Experience the emo- 
tions you are attempting to create 
and your prospect will experience 
the same emotions. 

Then time your story. Tune 
yourself in with your prospect’s 
mood, reaction and tempo. If he 
thinks fast, talks fast, and acts 
fast, adjust your story to the same 
speed. If he is slow-moving, slow- 
talking, and slow-acting, time your- 
self accordingly. Never get ahead 
of your prospect and never lag be- 
hind. Either course will result in 
an immediate loss of interest. 

Use the person’s name frequently 
to arouse interest. Sell a service, 
rather than a cold, inanimate arti- 
cle. This is based on the univers- 
ally recognized fact that everyone 
is the most important human being 
in the world to himself. He is 

(Continued on Page 57) 





plan to the prospect? 


to the prospect. 


desire in him, etc.? 


the prospect already has? 


sation with the prospect? 





QUIZ FOR CONSUMER SALESMEN — LESSON II 


1. What combination of qualities is unbeatable in selling? 
2. What faculty must the salesman have before he can fit the sales 


3. Has any co-relation of physical characteristics with emotional traits 
ever been scientifically proven? 


4. In your own words explain what is meant by fitting the sales plan 


5. Take a person you know well and review the Seven Parts of a Suc- 
cessful Sale from his viewpoint. Suppose he was a prospect for a 
new roof. How would you go about arousing his interest, creating 


6. If you had a lead on a prospect you did not know, what information 
about him would you try to obtain before you made your first call? 


7. Should the presentation be timed to the prospect's natural pace? 
8. Should you address the prospect by name on the first call? 
9. What is the advantage in linking the product you sell with an interest 


10. What object should be in your mind at the start of your conver- 
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Adapting Your Yard for 
Wood Working Machinery 


The most important consideration in selecting any wood working equip- 
ment is whether that new piece of equipment will mean extra profits. 


[X THE MERCHANDISING of 
building material and _ allied 
lines, we are in the midst of a cycle 
of change—passing from manual 
to mechanical processes. This is 
particularly true of the lumber 
yard. 

New mechanical processes will 
open up new opportunities for the 
retail lumber dealer. The manufac- 
turing phase of the lumber yard 
may require some change in meth- 
ods and the adoption of manufac- 
turing techniques. However, these 
changes are not complex. 

Since materials for a _ private 
dwelling are one of your larger 
sources of revenue and should re- 
ceive most careful consideration, 
let’s consider this problem first. 
Our dwelling will have wood fram- 
ing members, flooring and trim and 
may have wood shingles and siding. 

Framing members are _ items 


that the mechanized yards are in- 





EXTENSION tables should be provided on either side of the saw with 
stops on the operator's right or left, depending on operator's personal 


preference. 
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By HAROLD E. SNEED* 


terested in as they lend themselves 
readily to precutting or custom 
cutting. This is our first problem 
and one that can very easily be- 
come serious. It is a problem of 
accurate measurements. 
INSURE CLOSE TOLERANCES 

PRECUTTING requires that all 
members be held to close toler- 
ances. In precutting this tolerance 
is plus nothing and minus one 
thirty-second inch. Sounds impos- 
sible? Quite the reverse. It simply 
means a few extra minutes setting 
up machinery. I urgently recom- 
mend this tolerance as it will build 
up good will. If you expect to 
make many set-ups on any par- 
ticular piece, make a templet for 
this and always set up to the tem- 
plet. This templet should be oiled 
to prevent change in dimension and 
should have no visible tolerance. 
Another change you will meet is 
the use of knife or scribed lines to 


i 


work to, not pencil lines against 
which you can make no accurate 
check. 

Assuming you are planning on 
precutting the wooden framing of 
a house, what will you cut in the 
yard and what will you leave for 
site cutting? 

1. The mud sills and the box sills 
will be site cut. 

2. The floor joists may have to 
‘be squared on one end to fit 
against the box sill. There will 
probably be some stair well trim- 
mers and headers to cut. 

3. The bridging should be pre- 
cut for the standard spacing of 
the joists, but not for those open- 
ings which are smaller—like double 
joists under a partition. 

4. Studs, sills, headers and crip- 
ples are straight cut-off work and 
the large number of short lengths 
will permit you to produce good 
merchandise out of culls, breaks 





ADAPTABILITY for on-site work is a feature of the radial saw which 
is capable of executing the cuts of both the table and swing saws. 
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The cutoff may be done on either a 
table or radial saw. If curved lines 
are to be produced, a band saw will 
be required. Examine each saw 
with your own particular needs in 
mind. 

The swing saw is largely limited 
to cutoff work. The table saw is 
capable of cutting off, ripping and 
dadoing and has the advantage of 
being driven by belt or gas engine 
if no electricity is available. The 
principal disadvantage from a pre- 
cutting angle is that the long lum- 
ber must be moved over to the saw 
when cutting to length and is 
slower than either the swing or 
radial saw for this work. 


FLEXIBILITY OF RADIAL SAW 
THE radial saw is capable of ex- 
ecuting the cuts of both the table 
and swing saw. It holds the lum- 
ber steady for cutting off and is 




















rainst 
urate definitely faster for compound mi- 
ter cuts such as you find in jack 
zon RADIAL saw will hold lumber steady for cutting off. rafters, hip and _ valley rafters. 
ng of When equipped with special head, 
n the : it will make the rafter bird mouth 
fe and off-grade lumber. Cut long ers. The hip or valley rafters will cuts in one operation. The present 
lengths first and use the short mem- be detailed according to plan. trend in lumber yards is toward 
x sills bers to work up the offal. Gable 6. Stair jacks are: another item the radial saw. This is due to its 
studs will be either square one end, that requires a special set-up and great flexibility as regards types of 
we te beveled one end or square one end unless several sets can be cut at operation and the tools which may 
o fit and dado one end. The dado will one time, it is hard to justify the be used with it. 
, we be either square or beveled to the time required in this setting up. With the radial saw set-up, ex- 
Sole, angle of the roof. This method is Three types of power saws are tension tables should be provided 
much easier to follow and does not — available for much of this work. on either side of the saw with 
pre- require the close tolerance of the 
e of other. 
open- 5. With the proper set-up, the 
ouble rafters of the house permit the 
greatest savings. The architect’s ROOFING TABLES. 
ie’ rint will give y rure oO 
crip- P Seatte ll = vi —" the ~— of Desired length — Run X Factor of Rise — 1/2 thickness of Ridge 
- and so many imc Ics of rise per foot of Eaves add Overhang X Factor of Rise 
igths run such as 5/12, 6/12 etc. These 
must be converted in xrees ai 
good ; 5 nverted to degrees Rise in Angle of Angle of Factor of Factor of Table of Increase 
reaks and minutes for the power saw. pinches Comman & Hip& = Length X Length x Spacing of on Jack 
anv te sare avails P s er Foot ac ley or Common For Hip & Increment Rafters 
Many tables are av ailable that sup of Run Rafters Rafters Rafters Valley Rafters of 16’ o.c. 24” 0.¢. 
ply this information. The bottom 
a end of the rafter will have the most a’ 18° 25° 13° 14’ 1.0541 1.4530 167/," 255/16" 
work to be done on it. If the 41/2!" 20° 33° 14° 50’ 1.0680 1.4631 17 1/16" 255/4 
house has eaves, there will nor- $s” 22° 37° 16° 23° 1.0833 1.4743 17 5/16"’ 26°’ 
mally be a bird mouth to cut and SN lp illo pape papers pit. 26%" 
he sal af Ge ele eh 3 i 6 26° 34 19° 26 1.1180 1.5000 177/g"" 26 13/16" 
Se oo a von oS 61/2" 28° 27° 20° 55° 1.1373 1.5144 18 3/16" 27 5/16" 
probability, be an angle parallel , 30° 15° 22° 23° 1.1577 1.5298 181/2"" 27 13/16" 
| With the top cut. If the house is 71/,"" 92° . 23° 48° 1.1792 1.5462 187/,"" 28 5/16" 
flush construction, it will be neces- a pole ss 1.3019 1.5635 19 4" 287/5"" 
ne ia Keke & heel t 81/, 35° 19° 26° 31° 1.2255 1.5817 195/,"" 29 7/16" 
wy LO produce a horizontal cu 9” 36° 52° 27° 54’ 1.25 1.6008 20°" 30° 
in addition to a cut parallel to the 91/."* 38° 22° 29° 12° 1.2754 1.6207 2003/4” 305/,° 
top cut as a bearing point. If the 10" 39° 48° 30° 28° 1.3017 1.6415 20 13/16" 3114” 
nip, valley and jack rafters are to ni arose tesSOSS MII" a2 9/6 
be “ TY «€ r ; . 2 . ; . . / / 
oF gegen a compound miter cut 11/4" 43° 47° 34° 5" 1.3851 1.7083 22 3/16" 931/4"" 
Will be necessary at the top cut, 12° 45° 35° 19° 1.4142 1.7321 22 11/16" 33 15/16" 
but the bottom of the jacks will 121/2"* 46° 10° 36° 20° 1.4440 1.7564 231/"" 3454" 
be identical with the common raft- wl pel ll — oer penis 35%" 
131/2"* 48° 22° 38° 27° 1.5052 1.8071 24 1/16" 361/," 
14" 49° 24° 39° 28° 1.5366 1.8333 24 9/16" 367/"" 
*Harold E, Sneed is chief engineer, 141/2"" 50° 23° 40° 28° 1.5685 1.8601 25 1/16" 375/_"" 
which DeWalt Products corporation, Lanecas- 15" a a 41° 25° 1.6008 1.8875 25 9/16"" 383/,°" 
saws. ter, Pa. This article is a condensation 
of a speech made by Mr. Sneed at Ohio 
State university. 
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stops on the operator’s right or 
left, depending upon personal pref- 
erence or the physical layout of 
the mill. For straight cutting off, 
the material is advanced to the de- 
sired stop after squaring the first 
end, should that be advisable. Mul- 
tiple cutting is readily done by 
providing hinged stops so that the 
overall time may be reduced. 

No matter what saw you use, 
never use a stop that touches the 
work table at the stopping point as 
refuse can pile up and some will 
remark “cutoff twice and still too 
short.” 


BUYING GUIDE 


THERE is no fixed rule to tell 
a dealer when or how many ma- 
chines to buy. Each yard must be 
analyzed for its own problems. 
Here are some signs as a guide. 
First, at least mentally, put this 
equipment on your payroll and ask 
yourself not only “Will I be able 
to meet my payroll, but will I be 
able to sell its services at a profit?” 

If you cannot make a profit on 
the machinery, do not buy it. The 
same rule applies when considering 
the number of machines to buy, 
but remember this: where you 
have more than one operation to 
make on a piece such as rafters, 
putting enough machines in line 
to complete the piece without lay- 
ing it down will save time and 
labor. It costs money to pick up 
a board and lay it down. 


Now that you have your equip- 
ment, how will you route the work? 
There are several effective ways of 
doing this. The’ first is a cutting 
list where the quantity, size and 
name or description of each piece 
is given with a check column at 
the left for the shipper to check 
the count. If many items are used, 
a standard package or quantity 
should be used, the size and quan- 
tity to be governed by the loading 
and handling equipment available. 
Standard packages reduce errors in 
shipping and billing and speed up 
handling. 

Another method is to make out 
shop tickets for each piece, giving 
the same information as the cut- 
ting list except that shop tickets 
should be used with standard pack- 
ages and a ticket made out for 
each package. It should carry an 
identifying serial number so that 
each ticket is accounted for. What- 
ever system you use—use it. Don’t 
let the first break get through. You 
are sunk if you do. It is more im- 
portant that you follow the system 
to the letter than it is what system 
you adopt. 
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7 Point Public Relations Program 
Protects the Customer 


By GEORGE H. THINNES 


Oke THAN 2,000 building 
materials dealers in com- 
munities scattered throughout the 
United States have joined in an or- 
ganized movement to protect the 
builders of new homes and the re- 
modelers of existing homes in these 
days of high prices, racketeering 
and shortages of materials and la- 
bor. 

H. M. Shackelford, vice presi- 
dent, Johns-Manville, the co-ordina- 
tor of this effort to solve current 
problems that beset home owners 
and suppliers alike, announced the 
seven-point program outlined be- 
low. 


All dealers and others who will 
endorse the movement now under- 
way pledge to carry out the follow- 
ing principles: 

1. To make every effort to reduce 
operating costs and to ask prices 
reflecting only a fair return. 

2. To fight the racketeer building 
material market. 


3. To see that veterans desiring 
to build or remodel have first oppor- 
tunity to obtain available building 
materials. 


4. To use influence to keep the 
cost of housing to a minimum and 
exert every effort against the threat 
of inflation caused by materials 
and skilled labor shortages. 


5. To represent frankly to cus- 
tomers the quality of products of- 
fered in these times when there is 
such a shortage of standard mate- 
rials. 

6. To keep constantly abreast of 
new developments in building ma- 
terials to provide greater economies 
and better livability in the building 
and remodeling of homes. 

7. To work with reputable manu- 
facturers to accomplish these basic 
objectives in the interests of cus- 
tomers and the general welfare of 
the community. 


ENTHUSIASTIC RESPONSE 


WHEN this plan was first an- 
nounced in January, the response 


was immediate and emphatic. As 
of April 16, the total count of deal- 
ers who had endorsed the seven- 
point program stood at 2,750. 
Each endorser receives a plaque 
listing the seven-points as outlined 
above and the visiting customer can 
read for himself the principles to 
which the dealer has subscribed. 


The building industry has become 
a political football and the building 
material dealer faces a_ serious 
threat to the greatest value he 
possesses—customer goodwill. 
Johns-Manville, in discharging its 
responsibilities to its dealers, offers 
a public relations program that will 
capitalize on the integrity and fair 
dealing which have always been the 
tradition of the enlightened build- 
ing material dealers of the country. 


Resenting the increased cost of 
remodeling and new construction 
and lacking information on _ the 
problem, the public is inclined to 
condemn all segments of the indus- 
try. Unless the public is properly 
informed, the goodwill built by 
dealers after years of earnest work 
and honest business dealing will be 
imperiled. 

OTHER AIDS 

NATURALLY, these good deal- 
ers do not want to keep their good 
intentions to themselves. A simple 
sign is not enough to let the pur- 
chasing public know of the plan. 
Dealers are urged to submit re- 
leases to the newspapers and to 
play up the seven principles in their 
advertising. 

J-M has turned over a portion of 
its five-day-a-week radio time to 
J-M dealers so that consumers in 
practically every county in the 
country will know that the dealers 
have pledged themselves to fair 
dealing. Numerous dealer associa- 
tions have endorsed the program. 

One example of support outside 
the industry came from the Colum- 
bus, Ohio Citizen, which wired J-M 
for the names and towns of all 
dealers which have endorsed the 
plan in the state of Ohio. 
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GOLDMINE! Properly understood and properly 
applied, advertising can make money for you—and 
plenty of it. 

Basically, advertising is made up of just two things. 
First—emotional appeal, the most vital element of all. 
And second—technique. In other words copy treat- 
ment, art treatment and the method of handling other 
visual elements in your ad. For example you might 
run a human interest picture and headline, or you 
might rely entirely upon display type to get your 
message across. 

Never confuse appeal with technique. Your success 
as an advertiser depends on it—for this reason. Strong 
emotional appeal is the thing that sells people on your 
services ... the thing that makes them want your 
products ... the thing that gets them to take definite 
action. Technique is simply a way of dramatizing 
that emotional appeal. 

Technique can never take the place of the right 
emotional appeal. Choose the wrong appeal to sell 
your product and your ad will pull poor returns no 
matter how well-illustrated or well-written it is. 


IT’S EASY to think of your trade association as 
the organization that goes to bat for you—and easy 
to forget that your trade association is only as 
effective as you, yourself, make it. 

So don’t be bashful or apathetic about sending in 
your opinions and suggestions—yes, and even crit- 
icisms. If you haven’t time to sit down and write 
a regular letter, don’t let that deter you. A penny 
postcard will do fine. Every scrap of information and 
every shred of support helps your association do a 
better job for you. 


It Happens Every Day! Ads actually appear in print 
with mirth-provoking phrases like, “please insert phone 
number here”... “re-roof with (Your Brand) Roofing” 

. or “kitchen remodeling just $.... a month’—all be- 
cause some dealer has forgotten to proofread his copy 
before turning it over to his newspaper! 

July ads also appear in October, and October ads in July 
—a common danger when a dealer does not run his copy 
til long after he’s received it, or hurriedly selects an ad 
for a repeat run. 

Such errors can be avoided by assigning one person the 
responsibility for checking all your ads and filling in any 
blank spaces before your copy goes to press. 


FOOD FOR THOUGHT — if you can’t answer 
“Yes” to the following questions. 
Are you advertising regularly once a week? 
Are you now training your salesmen how to sell 
when the going gets tough? 
Are you selling people on budgeting the down pay- 


iy Norm Advertising, Inc. 
New York, N. Y. 
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ment now for a new home so they can build the 

moment materials come through? 

Are you setting a good example for modernization 
prospects by cleaning up, painting up and generally 
refurbishing your headquarters? 

If your answers to all four of these questions are 
“Yes” with no reservations—then you’re a dealer 
who’s on the ball! 

Build your ad around the right emotional appeal 
for the product or service you’re selling and even 
though your technique may be faulty, you'll get some 
return for your advertising dollars. The ideal thing, 
of course, is to run ads that combine correct emo- 
tional appeal with good technique. That way, you 
insure maximum returns from every dollar you spend. 


Trade In On Human Nature! Discouraged with direct 
mail returns? Here’s a surefire way to step up reader- 
ship. Test after test has proved that the one thing 
readers can’t resist is a hand-written postscript. Make the 
most of that all-too-human curiosity by saving one of your 
best selling phrases for a personally written P.S. at the 
bottom of each letter. 


There’s no such animal as a 

short public relations campaign. A few ads aren’t 

going to build good will indefinitely. Nor are ads, 
alone, enough to do the job—important as they are! 

Every time one of your employees answers the phone, 

wraps a package, sends out a letter, delivers an order, 

he’s making some kind of impression on your public— 
for better or for worse. 

Public relations is a full-time job . . . one no dealer 
can afford to neglect. To insure the friendliest pos- 
sible relations with customers and potential prospects 
alike, adopt the 3-Point Program below. 

1) Formulate a conscious public relations policy and 
a concrete plan of action. 

2) Make every employee public-relations-conscious 
from the lowest-salaried stock boy to the highest- 
paid executive in your organization. 

3) See that every ad you run sells you and your 
staff as warm, friendly, fair-minded people to do 
business with. 


NO SUCH ANIMAL! 


Sound Idea for Any Dealer! The next time you 
hire a new office boy or clerk, see if you can’t get one 
with a few art courses to his credit. Or arrange to 
have him take off a few hours a week to attend com- 
mercial art courses and pick up some preliminary 
training in drawing and lettering. 

It more than pays to have someone on your staff 
who can whip up gay, eye-catching posters and other 
display aids ... someone who can give customers even 
a rough visual idea of how their remodeled kitchen or 
new basement play room will look. 
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A GROUP of grain bins being erected in Kansas. Notice that both 
Butler and Martin bins are in evidence. 





QUONSET 40 foot width being used as a hay storage building on the 
G. W. Lyle farm, San Antonio, Texas. 








Prefabs a Reality 
on the Farm 


By J. F. SCHAFFHAUSEN 


D° YOU DISTRIBUTE a line of prefabricated 

farm buildings? If you do not, perhaps you 
should be getting on the bandwagon. Over 12 
companies are now turning out these buildings 
in various parts of the country and all of them 
are working around the clock. Some of these com- 
panies are new, with only a limited war experi- 
ence, but others are veterans of over 15 years of 
pioneering. All of them are anxious to please and 
are trying to do a good job. 

Farmers have taken to these prefabs. Today 
there is hardly a community in the important 
agricultural areas that can’t boast of at least one. 
Names like Quonsit, Butler, Jamesway, Martin 
and a host of others are familiar to most farm- 
ers, who feel that these buildings offer the answer 
to many of their problems. They like the idea 
of buying a building that can be put together fast 
and taken apart again should the need arise. 

They also like the idea of one responsibility 
for the building, as few of them fancy themselves 
engineers or construction experts. Knowing that 
some one concern will be responsible for the per- 
formance of the building adds great confidence. 
It is almost like buying a refrigerator or a pickup 
truck, especially when it can be bought erected on 
the site. 

FARMERS LOOK TO YOU 

IF YOU are going to take on a line of these 
buildings, there a a few things you should know. 
First, these farmers will look to you for perform- 
ance, and the manufacturer second. They will 
expect the prefab to give better performance than 
the old building that it replaces, so you will have 
to see that the building that is shipped to your 
customers in parts is engineered to meet the cus- 
tomer’s needs. This building must be wide enough 
to permit efficient arrangement of equipment, 
work alleys, and driveways; high enough to 
provide headroom for a man driving a tractor 
and yet low enough to insure good temperature 
control in northern climates. Any width will not 
do, except for a makeshift. For permanent build- 
ings, the width must be right. This means, for 
instance, that a two string dairy barn will require 
36 feet in width if the farmer intends to drive 
through the barn for cleaning. 

The shell of the building is only a part of your 
sale. You will have to sell the insulation for con- 
trolling temperature in certain types of build- 
ings, as well as ventilating equipment. As long 





QUONSET 24 foot machine shed produced by the Great Lakes Steel 
company, Strand steel division. This one was built on the farm of 
George R. Fink, Brighton, Mich. 
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Farmers are taking to prefabs — using 
them for almost all of the structures 
on the farm, including machine sheds, 
hay storage, grain bins, dairy barns. 


as you are taking the responsibility for the insula- 
tion and the ventilation you may as well sell the 
equipment, too. In this way you can get all of the 
profit instead of leaving the cream for others. 

For certain types of farm buildings, insulation 
and ventilation does not present any problems. 
Machine sheds, three sides cattle sheds, hay and 
feed storage buildings and small airplane hang- 
ers, for instance, don’t really require either of 
these installations. Storage buildings for small 
grains are in a field by themselves, as design 
factors have been established and proven satis- 
factory during the past 15 years. Many of the 
old timers in this prefab business literally cut 
their teeth punching out grain bins. 


PROBLEM IS COMPLEX 


WHEN you get into the sale of animal shelter 
building, like dairy barns, poultry houses, hog 
houses and calf barns the problem becomes com- 
plex and you will have to depend on the know-how 
of your prefabricator. In these types of struc- 
tures, you can’t avoid dealing with insulation, 
ventilation, and interior finishes. Because most 
steel prefabs use a steel frame, the inside wall 
surface must be isolated from this frame, as the 
steel is an excellent conductor of heat and cold. 
Most steel buildings are tighter than conventional 
structures, so more care is needed in vapor proof- 
ing the inside surface of the wall in these animal 
shelter buildings. 

When the ventilation system is installed, you 
must be sure that the capacity of the fans is large 
enough to do the job. Many farmers have found 
that the formula normally used for figuring ven- 
tilation needs in these buildings is of no value. 
Actually considerably more capacity is needed in 
the prefab than in the conventional barn. It is 
best to check this point with your fabricator if 
you want satisfied customers. 

Most of the prefabricators have been at the 
business long enough to have case histories from 
various types of jobs. You should insist on having 
this type of data to satisfy the needs of your local 
clientele. 

Prefabs are here to stay on the farm in spite 
of the problems that remain unsolved. It is just 
good business to size up your market and tie up 
with the fabricator that makes the type of struc- 
tures that will best meet the needs of your cus- 
tomers. Remember, that no manufacturer makes 
a building that is suitable to every farmer’s needs. 
In many cases it will be necessary to distribute 
more than one brand name. 
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PLYWOOD is making a serious bid for the prefab market, too, espe- 
cially in the smaller structures. This prefabricated grain bin is typical 
of many that are being fabricated in lumber yards. 





A DAIRY group at Sutherland creamery in lowa. 
buildings consists of a Jamesway 100 ton hay keeper, 132 ton silo 
and a dairy barn. 


This group of 








BROAD, welcoming entrance and four large display windows are features of the Meredith-Roane 
Lumber company. Each window is devoted to a display of a different group of products. 
windows shown in the close-up at the right features paint and allied products. 


equipment and kitchen cabinets. 


Dealer Streswes 


Across-The-Counter Paint Merchandising 


EREDITH-ROANE company, 

Annapolis, Md., has been sell- 
ing lumber and building products 
to the people of the Chesapeake 
Western shore since. the days of 
Theodore Roosevelt. 

W. G. Meredith now gives much 
of his time to a bank of which he 
is president, and the distribution 
yard is operated by R. D. Roane, 
treasurer, and M. §S. Welch, vice 
president and general manager. 

The company has long been noted 
for its merchandising of paint. In 
1908 the company added its first 
line of paints, and after months 
of unremitting effort, succeeded in 
selling $9 worth. It didn’t exactly 
suggest the discovery of a bon- 
anza, but Mr. Meredith increased 
his sales pressure and succeeded 
in raising the year’s total to $27. 


PAINT SALES INCREASE 


HOWEVER, in the course of 
time the sales of paint did get es- 
tablished. In 1929 the company be- 
came a retail outlet for a single 
paint company, starting with a 
one-car order. By the time the sec- 
ond war came along, Meredith- 
Roane was turning its inventory 
about four times a year; and the 
annual sales were well above $30,- 
000. 

Mr. Roane says that in normal 
times the company has a limited 
number of wholesaling outlets. But 
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the chief outlet is across-the-coun- 
ter sales to householders who apply 
the paint themselves or hire local 


painters. A certain number of 
painting contractors are valued 
customers. 


As a rule the company has not 
tried to get the trade of the big 
contractors. There’s no rigid policy 
about this, fur any one who main- 
tains his credit is welcome. Mere- 
dith-Roane has long followed the 
general practice of quantity sales 
at modest profit margins. This 
can’t be done if credit losses are 
excessive or if collections are 
costly. Reasonable prices involve 
honest cooperation on the part of 
the customers; and the across-the- 
counter buyer usually keeps his 
credit clean. In fact he often pays 
cash. There’s always a clientele ap- 
preciative of fair prices and prompt 
service, and they can be found by 
the right kind of sales effort; and 
it isn’t fair to put on them the 


burden of evasive and slow-paying. 


buyers. That is what happens when 
credit losses force the widening of 
the profit margin. 

Now and during the war it’s been 
hard to get stock. But the paint 
manufacturer Meredith-Roane buys 
from has been fair in getting what 
it could out to established outlets, 
and Meredith-Roane has sold a 
reasonable amount of paint all 
through the war and_ postwar 





One of the 
Others have garden 


years. There were times, when 
other lines were even harder to get, 
that the sale of paints approached 
the point of half the company’s 
business. 


STUDY LABOR COSTS 


LABOR costs in home building 
have been of interest to M. S%. 
Welch, general manager. In telling 
the story of labor costs, he said 
that of course lumber and other 
material prices are high, but he 
suspected that the high cost of 
housing construction wasn’t due 
primarily to the material prices. 

So he ran a little test, just to 
satisfy himself. He built a house 
and kept exact figures; built it of 
standard, high-quality materials. It 
is a five-room house, measuring 
26x38 feet. Houses of this size, 
design and quality have been sell- 
ing in this area for $8,500. 

Mr. Welch hired three men; two 
master workmen and a helper. He 
paid them standard wages. Before 
the job was started, he explained 
his purpose; said he didn’t want 
them to do a pressure job, but 
asked them to work at a rate that 
would seem to them fair, if they 
were hiring labor. 

The three men built the house in 
25 days, at a labor cost of $750. 
The total cost, including painting 
and decorating, was $4,976. If a 
contractor’s profit of 20 percent is 
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figured on the cost, the house could 
be sold for $6,000. If a similar 
house, selling for $8,500, also car- 
ries a 20 percent profit for the 
contractor, it must cost to build 


just a little more than $7,000. The 
difference, he felt, could hardly be 
in the quantity or the quality of 
the materials, since the houses are 
of the same size and quality. The 
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OUTDOOR displays of wire fencing and shingles give customers a chance to examine the 
products at leisure and to choose which they want to buy. 


difference in costs, of a little less 
than $5,000 as compared with a 
little more than $7,000 is quite a 
bit. Mr. Welch doesn’t say it is 
all labor cost, but he feels it is im- 
portant, for the success of the in- 
dustry in 1947, to hold construction 
costs within reason, and feels his 
experimental project is one of real 
interest. 





IN ORDER to find out why house construction costs were rising, M. S. Welch, vice president, 
built this experimental house to prove just how much was spent on labor and how much on 
materials. Mr. Welch is shown standing by his house below. 
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How to Make the Sales 
fit the Prospect 
(Continued from Page 49) 


primarily interested in his personal 
self, his family, his business inter- 
ests, his recreations and avocations, 
his social activities, his church and 
public affiliations. 


FIND CUSTOMER INTEREST 


IF WE link that product with an 
interest which the prospect already 
has, by telling him what the prod- 
uct will accomplish for him, then 
we immediately batter down the 
barriers and he will listen to your 
story attentively. The more infor- 
mation you gather about your pros- 
pect, and the more alert and 
“aware” you are while selling, the 
more intelligently you can person- 
alize the presentation. 

Make sure that your story is 
clear, logical, sympathetic to the 
prospect’s interests, truthful, and 
concise. Answer all questions in- 
telligently, welcome them, correct 
all mistaken impressions, leave in 
the mind of your listener a clear 
picture of the product—a picture 
which wili instill a friendly atti- 
tude and the habit of consulting 
you on all problems of the home. 

That is the most important law 
for a salesman. Make a vital, com- 
pelling and enthusiastic presenta- 
tion of your service to every pros- 
pect. The intelligent presentation 
of the story will make you a friend 
of the family, will sell you and your 
services permanently into the home, 
and will arouse curiosity, interest 
and desire. 

Women are always interested in 
the new, dramatic and personal. 
The more you study and tell your 
story, the more you will realize how 
fully it fills these requirements, 
making your presentation interest- 
ing and educational—rather than 
an often heard recital of commod- 
ity values. 

Reflect enthusiasm and sincerity 
—take the consumer’s viewpoint— 
“what would I want to be told?” 
Don’t be perfunctory or casual in 
your presentation, remember that 
lecturing is not selling. Attempt 
to make each contact a dynamic 
experience for both parties, your 
prospect and yourself. 

Start your conversation with the 
object in mind to get as much in- 
formation as you can from the 
prospect about himself. 





NEXT LESSON: Selling related items 
will be covered in the June 7 issue. 
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New House Plans 
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HOUSE PLAN NO. 662 
11,000 Cubic Feet ) 
864 Square Feet 
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HOUSE PLAN NO. 632 
20,400 Cubic Feet 
1380 Square Feet 
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Complete working blueprints and specifica: 
tions of any house design published in this 
magazine are now available at $5 per sef. 
Two sets of plans for the same house are $8, 
three sets $10, four sets $12 when ordered 
at the same time. All the blueprints are in 
a convenient 12x18 inch size and meet all 
FHA requirements. Please order plans by 
number, enclosing payment and address to 
American Lumberman & Building Products 
Merchandiser, 139 North Clark street, Chi- 
cago 2, Ill. 





















Wholesalers Urged to Help Dealers 
Stock Quality Lumber 


W. T. Turner elected president at the 55th annual convention, 
National-American Wholesale Lumber association held in Chicago. 


HOLESALERS were urged 

to cooperate with retail 
dealers in building up stocks of 
quality lumber in a speech delivered 
by W. H. O’Brien, trade promotion 
manager, Southern Pine associa- 
tion, at the 55th annual meeting of 
the National-American Wholesale 
Lumber association, Inc., at the 
Edgewater Beach hotel, Chicago, 
April 29-30. 

“Perhaps never before in the his- 
tory of this industry have retail 
dealers been more receptive to the 
sales value of quality lumber,” de- 
clared Mr. O’Brien. With labor and 
material costs at the current level, 
there are greater advantages to 
offer the home builder and contrac- 
tor by the quality use of lumber. 
As long as you deal in lumber that 
is not properly graded or that is 
poorly seasoned, you are delaying 
the day when this industry can ful- 
fill its responsibility to the home 
building public. 

“You may say that the mills have 
no business shipping inferior lum- 
ber. That is true, but it is also 
true that you as wholesalers are in a 
better position to control this be- 
cause you can buy and sell only 
quality lumber.” 

Almost 200 wholesalers repre- 
senting 37 states and the District 
of Columbia attended the two-day 
convention. 


OFFICERS ELECTED 

W. T. TURNER, Palmette Lum- 
ber Sales company, Inc., Spartan- 
burg, S. C., was elected president 
of the association. E. W. Conklin, 
Mixer & Co., Buffalo, N. Y., was 
elected first vice president; R. B. 
Cowles, Carlos Ruggles Lumber 
company, Springfield, Mass., was 
elected second vice president. Wil- 
liam Schuette Jr., William Schuette 
company, New York, was re-elected 
treasurer and Sid L. Darling, New 
York, was re-elected secretary-di- 
recting manager. 

Speaking on the topic, Js the 
Price too High? Paul S. Collier, 
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W. T. TURNER, Spartanburg, S. C., president 
of National American Wholesale Lumber 
association Inc. 


secretary manager, Northeastern 
Retail Lumbermen’s _§ association, 
urged coordinating thinking and 
action throughout the industry. 

“To do this job,” declared Mr. 
Collier, “‘will demand the best we 
can give in clear thinking, in tol- 
erance, in consideration for the 
viewpoint of the other fellow. It 
may mean sacrificing some of our 
sacred cows for the greater good. 

“Unless I misread the road map 
of industry conditions, we cannot 
afford to again be caught in dis- 
unity. We have the second largest 
industry in the country. We should 
speak with one voice when a voice 
on matters of common interest is 
needed. 

“Is the price too high to do 
something worthwhile for our in- 
dustry and our country? The price 
I am talking about will be meas- 
ured by our determination to 
achieve a common goal which we 
all desire, a solid base for individ- 
ual and industry performance; the 
confidence of wholesaler in retailer 
and manufacturer, of retailer in 
manufacturer and wholesaler, and 
of manufacturer in both wholesaler 
and retailer.” 


Other speakers on the program 
included O. J. McClure, Salesman- 
ship, a Lost Art; Joseph A. Kolod- 
ny, president, National Association 
of Wholesalers, Broad Vision 
Needed, Not Shortsightedness; H. 
V. Simpson, executive vice presi- 
dent, West Coast Lumbermen’s 
association, Conversation Starts 
with the Consumer. 

Resolutions adopted by the asso- 
ciation called for the repeal of Sec- 
tion 102 of the Internal Revenue 
code under which sur-taxes are im- 
posed on profits or earnings if they 
are permitted to accumulate beyond 
the reasonable needs of the busi- 
ness; commended the forestry pro- 
gram of the American Forestry 
association and asked it to con- 
tinue its efforts to educate the pub- 
lic toward a proper understanding 
of forest problems. 


NEW ASSOCIATION DIRECTORS 


THE following directors were 
elected for a three-year term ex- 
piring in 1950; H. W. Aldrich, H. 
W. Aldrich Lumber company, Eu- 
gene, Ore.; H. A. Bailey, Bailey & 
Delano Lumber company, Boston; 
E. N. Beard, E. N. Beard Lumber 
company, Greensboro, N. C.; G. N. 
Comfort, George N. Comfort Lum- 
ber company, Cleveland; H. B. 
Cooper, Cooper-Morgan Lumber 
company, Portland, Ore.; G. L. Fel- 
ter, Philadelphia; D. A. Gillies, 
Gillies Brothers & company, Ltd., 
Braeside, Ont.; R. C. Herrmann, 
Duquesne Lumber company, Pitts- 
burgh; Dwight Hinckley, Dwight 
Hinckley Lumber company, Cincin- 
nati; Edgar <A. Hirsch, Hirsch 
Lumber company, New York; Roy 
M. Janin, Roy M. Janin Lumber 
company, Portland, Ore.; D. Car- 
lysle MacLea, MacLea Lumber 
company, Baltimore; D. R. Phil- 
lips, Lawrence-Philips Lumber 
company, Los Angeles; D. A. Weid- 
ler, Weidler Lumber company, Chi- 
cago; for a two-year term, J. Philip 
Boyd, J. Philip Boyd & company, 
Chicago. 
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PUBLIC RESENTMENT OVER LAGGING CONSTRUCTION of new dwellings is serious. It makes no dif- 


ference that the volume is as large as could be expected. The daily press is talking about “archaic meth- 
ods in the industry.” To counteract this tide, industry leaders are urging the promotion of efficiency and 
service at the local level. 


HOUSING EXPEDITER CREEDON is said to be planning to call a number of conferences on that general 








| subject, especially for the purpose of getting prices down. Curiously enough, this program ran into laws 


forbidding competitors to talk about or agree on prices. Apparently this difficulty has been by-passed. 
The Expediter is now allowing new houses of 2,000 square feet if the owner can prove he needs the space 


| for family or business reasons. 


OVERALL COST OF NEW HOUSING WILL COME DOWN when pipelines are filled and contractors 
don't have to shut down jobs while awaiting for materials. Costs will come down, in the second place, 
when there are enough freight cars and when a fouled-up transportation system no longer creates artifi- 
cial shortages. Fear of customer resistance has kept many retailers from buying for inventory, a fear 





| easily understood. But this, too, has contributed to local shortages and higher costs. Industry leaders 


urge intelligent caution in inventory buying. They suggest retailers also keep in mind the repair and 
remodelling trade, two markets that hold up well, especially these days when new-home prospects are 


/ scared of construction costs. 


HOW ABOUT THAT RECESSION predicted for later this year? Top economists say it’s coming. They 





' say it'll be mostly a shakedown to rid industry of inefficient practices. What do you think? 


BUILDING MATERIAL PRICES ARE AT A NEW HIGH, at least along the eastern seaboard. This is con- 





/ trary to current trends in other lines. Wholesale prices in neighboring fields are leveling off, some are turn- 


ing downward. Food prices slid mildly and textiles did a pronounced dive. Leaders in our industry men- 
tion this as a possible sign of things to come in building materials. But such a price reduction doesn't seem 


| imminent. The Newburyport Plan, for instance, appears to lose speed. Its real purpose, of course, was to 
| put pressure upon manufacturers’ and wholesalers’ prices. Retail sales, clear across the commercial board, 


seem to be on the decline. Possibly due to customer resistance. Another thing—retailers are finding hotter 
competition among themselves and their margins could hardly stand that extra Newburyport cut of 10 
percent unless suppliers helped out. 


PRICES OF BUILDING ITEMS STAY UP FOR SEVERAL REASONS. Here are a few of them. Supplies 


of vital items are still short—gypsum board and lath, pressure and soil pipe, electric wiring devices. Also 
regional shortages of nails. Millwork is still short. Lime and plaster are hard to get. Construction jobs 
in the east have been delayed by a strike of cement mill workers in the Hudson Valley. New York says 
that oak flooring is priced locally at two and a quarter times the 1939 figure and that framing lumber is 
two and a half times that figure. 


INCREASED LABOR COSTS account for a high percentage of price setup. For example, from three-fifths 


to three-fourths of wholesale lumber prices are supposed to be labor costs. And labor rates don’t seem 
due for much of any reduction. It all boils down to the fact that building material prices are now more 
than 40 percent above the 1946 level, according to BLS figures. Some important raw materials and fab- 
ricated items have other markets and will not be hit too hard by price pressure when and if customers 
withdraw from the new-house field. Certain plumbing gadgets, for example, were overproduced. The 
manufacturers have turned to industrial markets. Also, they hope Uncle Sam will lift the export ban. 


HERE’S A SIDELIGHT FOR RETAILERS from a collateral field. Namely, the market for standing timber. 


Stumpage prices are running high, in some cases four or five times the prewar figure when comparable 
quality and accessibility are taken into account. Stumpage investors are buying for two different pur- 
poses: (a) Comparatively small stands that can be turned quickly into plywood or whatever to catch the 
current market and (b) large stands for reserve stock to be utilized five or 10 years from now. They're 
paying about the same prices for both purposes. This looks as though these shrewd operators don't 
expect a serious or lasting price decline. An adjustment, but hardly a serious slide. 
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Unfavorable Record 
OTHING THE Federal gov- 


ernment has ever done in 
handling finances indicates that 
bureaucrats understand the first 
principles of economy or efficiency 
when it comes to spending money. 
This is particularly true of public 
housing. Yet in spite of this un- 
favorable record, the sponsors of 
the T-E-W bill propose that billions 
more be spent in the same manner. 
No wonder tax payers are indig- 
nant. If you haven’t registered 
your protest, better hurry. 
* *% 
Nothing will turn quality up 
and price down as rapidly as lib- 


eral doses of good stiff competi- 
tion. 


* * * 


The Answer Is Easy 
ORMAN P. MASON, presi- 
dent, NRLDA, in his April 
letter has this to say: 

“During the past 17 years, the 
national debt has increased from 
$16 billion to approximately $260 
billion. From 1934 to 1946, inclu- 
sive, federal grants and aids to 
states have amounted to $35 billion 
(not counting subsidies to agricul- 
ture and business). Yet the states 
reduced their combined debts be- 
tween 1940 and 1945 by 32 percent 
—down to a total of $2,471 billion 
with $1,188 billion available and 
held in general funds. Under. those 
circumstances, should the federal 
government continue to go deeper 
into debt to finance local housing 
projects that could be financed (if 
necessary) by solvent state govern- 
ments? 


* * % 


The sooner the government 
gets its finger out of the housing 
pie, the sooner we’ll have good 
homes at reasonable prices. 


% % * 


"I'm All but Kiting Checks!" 
HE LUMBER dealers fat bank 
accounts that were fairly 
bursting their seams a year ago are 
a thing of the past in the majority 
of cases. Writing a check for half 
a dozen cars of the highest priced 
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building materials in history puts 
such a crimp in them that a well- 
known lumber dealer told us re. 
cently he is “all but kiting checks.” 


* * 


It’s becoming easier to build a 
$10,000 house than it is to sell 
one. 


*% * % 


The Scene Is Changing 
EPARTMENT STORES, mail- 
order houses, and the big 
chains are promoting “the greatest 
sales in their history.” But in many 
cases it’s largely promoting. End 
results are not as spectacular as the 
advertising. Reason: Majority of 
the “bargains” are pretty junky, 
having been purchased when people 
were buying anything and every- 
thing they could get their hands on 
regardless of price. Today it’s dif- 
ferent. Hence the wild scramble 
to unload. Never have we seen such 
screaming headlines 


x 


Welcome Home! 

HIS MORNING there was a 
16-page, newspaper size Mont- 
gomery-Ward ad on our front 
porch. It was resplendent in red, 
white, and blue. . . very sensation- 
ally printed. On the first page was 
the announcement that 6D and 20D 
nails were six cents a pound. Limit, 
100 pounds per customer. Not so 
long ago we told, on this page, of 
the frantic contractor who paid $90 
for three kegs. Doesn’t take long! 


* * * 


High (or Low) Cost of Advertising? 
wot PEOPLE know very little 

about the cost of advertising. 
They hear that the Jack Benny pro- 
gram costs $28,000. It sounds like 
a lot of money and it is. However, 
the advertiser is spending it to tell 
his story to as many people as pos- 
sible and reaches 25 million for 
$28,000. Cost per person, 1/10 of 
one cent, as against 11%4 cents to 
mail a postcard on which no enter- 
tainment, and little advertising, 
can be carried. We gleaned this 
from Advertiser’s Digest. 
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The Principle Is the Same 
HEN YOU LAY out $28,000 
for a single ad, you spend fay 
more time on it than most lumber f 
dealers do in the preparation of f 
their own ads. Yet the ratio be-f 
tween the total spent by the two J 
advertisers calls for the same care | 
and attention on a $28 ad as on 
one that costs $28,000. Most cer. 


tainly the principle is the same in J 
both cases. 


* * 


It’s just as foolish to throw 
away a penny as it is a dollar. 


x * | 


Bad Guessers i 
PARAGRAPH or two back, we | 
called attention to the fact 
that few people know much about 
advertising costs. According to / 
Advertiser's Digest, several thou- |) 
sand people were asked to give 
their idea as to what it costs to ad- 
vertise a leading brand of cigar- i 
ettes. The public guessed three 
cents a pack. School teachers, five ff 





cents a pack. Actual cost, 1/3 cent [7 


as high as 41% cents on a 12 cent | 
can. Cost is 35/100th of a cent. | 
The cost of advertising a soft drink ff 
(you see the ads every place) is ff 
16/10,000ths of a penny per glass! | 


per package. Guesses on soup ran 
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All Is Not Gold That Glitters 
‘¢—> ED” MOTLEY told the fol- § 
lowing story at the Distribu- | 
congress, National Federation of | 
Sales Executives: i 
“A manufacturer of an electric | 
vacuum cleaner ran a survey. Out | 
of 4,000 questionnaires, 356 people | 
said the first thing they were go- | 
ing to buy was a vacuum cleaner. | 
So the manufacturer shipped 200 
vacuum cleaners to this little Ohio 
town. He instructed his dealer not 
to sell them promiscuously but to | 
call up the 356 people who had said 
they were going to buy vacuum 
cleaners the minute they were 
available. The dealer called 128 
names before one of them said, 
‘Send it out.’” 
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Lumber Corp., Cariton, Ore. 


Manufacturers 


Douglas Fir 


A Sustained Yield Operation 


E. J. Linke, Pres. Guy Haynes, V. P. 
Graham Griswold, Secy. & Treas. 





op iswote 


Lumber 
Wholesale 


Douglas Fir 
Pine, Cedar 
Hemlock 


Your orders and inquiries solicited. 


THE GRISWOLD LUMBER CO. 








FAILING BLOG PORTLAND. ORE. 














and 


Box Shook 


POLSON 


Division of 


Polson Logging Company 


Hoquiam, Washington 





Sitka Spruce Lumber 


Lumber & Shingle Mills 
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DEALERSHIPS AVAILABLE 


in many territories throughout the country 


FOR 
A.B.C. 
ALUMINUM CASEMENT WINDOWS 
and 
ALUMINUM SCREENS 











































The casement window with fast-growing acceptance 
for its enduring strength and beauty .. . for homes, 
hotels, apartments, etc. Adaptable to modernization 
of old structures and new construction. Over 120 
sizes and styles. 


PROFITABLE OPPORTUNITY for established dealers 
in kindred fields with good contacts with architects 
and builders. 


Write or phone our New York office 


A. B. C. STEEL EQUIPMENT CO., Inc. 
205-215 East 22nd Street, New York 10 
Phone LExington 2-3161 
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IRA PARKER & SONS CO. 


OSHKOSH, WISCONSIN 









80 years of service 
to the sash and door 
industry. 
























Steel Kitchen Cabinets 


Features of a new line of package 
steel kitchens include roller bear- 
ing drawers, baked enamel finish 
on bonderized steel; 


all cabinets 





completely enclosed on backs and 
sides; chrome plated fittings; doors 
and drawers insulated; adjustable 
shelves, and bowls said to be acid 
resistant. The line includes single 
bowl 54 inch sink cabinets with in- 
laid linoleum or stainless steel tops; 
66 inch linoleum top sink cabinet 
with double porcelain bowl, and a 
variety of sizes of floor cabinets 
and wall cabinets. The company 
also manufactures all steel portable 
kitchen cabinets. Kitchen-Kraft is 
the name of the line of semi-custom 
and package kitchens and Black- 
hawk is the name of the line of 
portable steel kitchen cabinets. For 
more complete details write Mid- 
west Manufacturing company, 
Dept. AL&BPM, Galesburg, III. 


New Utility Knife 


Manufactured to cut insulated 
siding, wallboards, roofing papers 
and felts, linoleum, wall paper, and 
other materials, a new utility knife 
has been designed for ease of cut- 
ting. It is made of heavy steel 
construction, plated and lacquered 
to prevent rusting. It is combined 
with a heavy, specially-ground 
blade. Each knife has a blade in it 
ready for use and a package of five 
extra blades in the handle. The 
blade slides in and out of handle 
and can be adjusted to make any 
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required depth of cut. When not 
in use, blade recesses into handle, 
eliminating danger of cutting 
clothes or fingers. For more com- 
plete details write Modern Special- 
ties company, Dept. AL&BPM, 
4140 W. Harrison street, Chicago 
24, Ill. 


Folding Sawhorse 


A new sawhorse, now being man- 
ufactured in quantity, folds its legs 
inside itself and condenses into a 
neat square of six inches by 42 in- 
ches long. It will slip under a 
workbench or into an automobile 
luggage compartment. Rigidity is 
maintained by locking hinges bolted 
into the body of the horse. As the 
legs are withdrawn from the body, 





the legs extend and become locked 
in position with a hinged brace 
holding the legs in spread position. 
It is made of Douglas fir, and pro- 
vides a six inch working surface, 


one inch in thickness. The saw- 
horse stands 24 inches from the 
base, is 24 inches in length and the 
legs spread 19 inches at the base. 
The manufacturer says two of the 
sawhorses, folded into their com- 
pact size, may be carried under one 
arm. They have many uses around 
the home as well as around the 
shop. For more complete informa- 
tion write Long-Bell Lumber com- 
pany, Dept. AL&BPM, Longview, 
Wash. 
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New Insulated Siding 


Shipping will begin soon on a 
new insulated siding product known 
as Insulated Weathertex siding. 
This new design simulates weath- 





and will be 


ered wood shingles 
available in gray, ivory, cottage red 
and pilgrim brown. It will be made 


in panels approximately 43x14 
inches and is approximately °% inch 
thick. The insulation board base is 
said to be equivalent in insulating 
value to 11 layers of asbestos sid- 
ing, eight inches of building brick 
or 15 inches of concrete. The de- 
sign is achieved by means of a col- 
ored granule surface on which is 
embossed the design. Each panel is 
entirely protected from moisture by 
means of asphalt saturation. It is 
packed eight pieces per carton and 
it takes three cartons to cover 100 
square feet. For more complete de- 
tails write Bird & Son, Dept. AL& 
BPM, East Walpole, Mass. 


Patterns for Homes 


With the new Easi-Bild patterns, 
it is said anyone can follow the sim- 
plified step by step method outlined 
for building homes. Complete in- 
structions are provided, along with 
full size patterns from which all 
rafters, gable studs and curved 
pieces can be traced directly on 
lumber. Drawings illustrate every 
step of building from putting in 
footings and foundation walls to 
framing and finishing. Photo- 
graphs show successive stages of 
construction. Assembly _ illustra- 
tions show exact location of each 
numbered framing member. A de- 
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tailed purchase list of materials 
specifies t he most _ economical 
lengths of stock size lumber to buy 
and tells where each piece is used. 
The design is said to be flexible, 
allowing for variations in design to 
suit local conditions and customs 
and to permit use of alternate con- 
struction materials. For more 
complete information write Easi- 
Bild Pattern company, Dept. AL&- 
BPM, Pleasantville, N. Y. 


Floor Sealer, Wood Finish 


Because it penetrates deeply into 
the wood of the floor, this new 
sealer is said to leave no surface 
film for traffic to wear away. 


It is 








PENETRATING 
FLOOR SEALER 
AND WOOD FINISH 
CLEAR 
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said to tightly seal up all pores, so 
that dust, dirt and grime can’t seep 
through or be ground in. It pro- 
duces a satiny, non-slippery finish 
and can be used on any type of 
wood floor. Made in clear finish 
and stained effect. It retards warp- 
ing, cracking, splintering, and is 
said won’t spot white from 
water. For more complete details 
about this penetrating floor sealer 
and wood finish write Vita-Var 
corporation, Dept. AL&BPM, New- 
ark, N. J. 


Skid-Rol Dollies 

A five-ton Skid-Rol dolly with 
adjustable connecting bar, has been 
developed for lighter loads than 
carried on the 10 to 12 ton models. 





Size of each dolly is 151%4x6'4x4 
inches with 354 inch diameter solid 
steel rollers. Frame of structural 
steel, arc-welded. The extension 


bar is of % inch cold-rolled tele- 
scopes inside iron pipe. Minimum 
span of dollies with extension bar is 
36 inches; maximum 56 inches. 
Special extension bars can be made 
to suit customer specifications. 
Steel cleats bite into wood skids, 
preventing slipping or shifting of 
load. When inverted, Skid-Rols 
can be used as standing dollies for 
rolling various heavy objects. For 
more complete information write 
Techtmann Industries, Dept. AL& 
BPM, 714 W. Wisconsin avenue, 
Milwaukee 1, Wis. 


Kitchen Unit Catalog 


The wide variety of kitchen ar- 
rangements possible with Youngs- 
town kitchen units is shown in a 
new six-page, four color folder. 
The folder contains construction 
specifications and dimensional de- 
tails of Kitchenaiders and wall and 
base cabinets. The entire Youngs- 
town line is pictured, along with 12 
different kitchen arrangements. 
For a copy of the catalog write 
Mullins Manufacturing company, 
Dept. AL&BPM, Warren, Ohio. 


Portable Prefab Plant 


A house vre-fabricating plant on 
wheels is being introduced. The 
Nall Mobil-Shop is the radial arm 
type woodworking saw mounted on 

Sel, 
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It can be attached to any 


wheels. 
car or truck and taken to the site 
for on-the-job cutting. It has enum- 
erable uses for the builder from 
the foundation right through in- 


terior finishing. The shop rolls 
through any standard door. It is 
also a storage place for tools, hard- 


ware, etc. It has a heavy duty, 
tarpaulin (zipper-closed) cover. 
For further information write 


Equipment Engineering company, 
Dept. AL&BPM, St. Charles, III. 


Lumber Promotion Booklet 


Peace-time building with wood is 
featured in a new 40 page pictorial 
booklet released by the Timber En- 
gineering company. Modern Build- 
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Divwool 


DEALERS !!! 


Have you Tried 14"" & 34," 


YELLOW PINE PLYWOOD? 


New Top Quality Stock 
Available Now 


V4” 3-Ply YELLOW PINE SolS, 1312 
(Clear 1 side—Sanded 1 side) 


1000 pcs. 30 x 60 
2000 pcs. 36 x 60 


V%4" 3-Ply YELLOW PINE SHEATHING 
(Reject 2 sides Unsanded) 


3000 pcs. 45 x 65 
2000 pes. 65 x 45 


34” 7-Ply YELLOW PINE So2S, 1122 
(Clear 2 sides—Sanded 2 sides) 


408 pes. 60 x 36 
800 pes. 36 x 60 


34” 7-Ply YELLOW PINE SolS, 1312 
(Clear 1 side—Sanded | side) 
600 pcs. 36 x 60 


A familiar wood for all general cabinet uses 
and under linoleum. 


Many dealers have already proven 


YELLOW PINE SELLS WELL 


They bought small lots first but quickly re- 
ordered larger shipments. For your initial 
order call, write or wire today. 


Write for latest Teleply Ticker price list. 


AETNA 
Plywood & Veneer 


1732 Elston Avenue 
Chicago 22, Iilinois 

Phone Teletype 
ARMitage 7100 CG 305 
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ing with 
range of light and heavy frame 


Wood presents a wide 


wood structures, employing the 
Teco connector system of construc- 
tion, Lamella construction and 
glued laminated construction. The 
book illustrates a number of well 
designed homes. One series of pho- 
tos shows the step by step proced- 
ure in building the Teco trussed 
rafter. For a free copy of the 
booklet write Timber Engineering 
company, Dept. AL&BPM, 1319 
Eighteenth street, N.W., Washing- 
ton 6, D.C. 


Trojan Purchasing Guide 

Dealers in tools for the glass in- 
dustry will be interested in a new 
catalog of glaziers’ tools. This 32- 
page booklet describes and _illus- 





GLAZIERS’ TOOL MFG. CORP. 


trates the Trojan line of glass cut- 
ters, putty knives, glass pliers and 
other tools, autoglass replacements, 
show case accessories and supplies. 
Included in the book are electric 
putty softeners, a glass drill for 
drilling and counter-sinking in 
plate glass, a special calcimine 
scraper, glass cutters’ rules, dia- 
mond glass cutter and glass tape, 
cement and buttons. For a copy of 
this catalog write Glaziers’ Tool 
Manufacturing company, Dept. 
AL&BPM, 611 W. Adams street, 
Chicago, IIl. 


Lawn and Garden Sprinkler 
The new Shower-Queen lawn and 
garden sprinkler incorporates many 
unique features. It has an oscil- 
lating shower bar which operates 
in a trajectory arc of 150 degrees, 
delivering 300 gallons of water an 
hour over an area of 50x65 feet. 
For smaller areas the unit is so de- 
signed that by a simple thumb- 
screw adjustment any proportion- 
ate rectangular area may be cov- 
ered. The adjustment of the spray- 
bar permits the placement of the 
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sprayer adjacent to any building so 
the shower irrigates the area from 
the building outward. It can also 
be placed near a sidewalk. Rivulets 





and puddles are prevented, it is 
said, by the rain-like action of the 
sprinkler. It has all metal con- 
struction, and is said to be non- 
rusting. The wide sled-like runners 
make it easy to reposition and pre- 
vents tipping while being moved. 
For pamphlet fully describing this 
new Shower Queen, write Acme 
Sprinkler company, Dept. AL&- 
BPM, 412 Walbridge street, Kala- 
mazoo 3, Mich. 


Insulux Mat Service 


The Insulux Products division is 
offering its dealers a mat and elec- 
trotype service. It is designed to 
assist local outlets in coordinating 
their advertising with national 
campaigns. Initiating the service 
is a kit of 18 newspaper and region- 
al tradepaper layouts, each to carry 
the dealer’s signature. Tradepaper 
electros are also offered. For more 
information about this mat service 
write Insulux Products division, 
Owens-Illinois Glass company, Dept. 
AL&BPM, Toledo 1, Ohio. 


All-Purpose Tacker 


A new redesigned and 
structed Tackmaster tacker is now 
on the market. The latest models 
are being furnished with a strong- 


ts Trigger 
Fast/ 
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er, more durable handle which in- 
creases the driving power of the 
staples. Another new feature is an 
automatic lock which can hold the 
handle in a position so that the 
Tackmaster easily fits in the oper- 
ator’s pocket. The Tackmaster is 
complete with tack (staple) remov- 
er and unconditionally guaranteed. 


recon-! 


Staples either 3/16 or 5/16 legs 
can be driven along narrow edges 
and reach inaccessible places. For 
more complete details write Mark- 
well Manufacturing company, Dept. 
AL&BPM, 202 Hudson street, New 
York, N. Y. 


Revolving Closet 


One of the newest items for cuon- 
serving space in the home is the 
Revolvo-Door. It is designed to 
provide at least 30 percent addi- 
tional closet space in the home. It 
operates on a ball bearing swivel 
which is placed at the bottom of 
the door and allows the door to re- 





volve in a circular fashion. By pro- 
viding a door opening six feet wide, 
six feet eight inches high and three 
feet deep, the Revolvo-door can be 
easily installed in just 20 minutes. 
With finger-tip pressure the entire 
inside of the closet is brought into 
the room. The six foot, four inch 
hanger rod and shelves are brought 
into full view. Five shelves give 
the user 31 square feet of space. 
When closed it features a 514x115 
foot mirror. Hardware is chrome 
throughout. For more complete 
information write Coast Store 
Fixture Manufacturing company, 
Dept. AL&BMP, 142 N. LaBrea 
avenue, Los Angeles, Calif. 


Plastic Faucet Spray 


Sprayette, a modern faucet spray. 
is adjustable to either spray or 
straight stream as desired. An 
anti-splash feature is built in. It 
is designed for rinsing dishes, 
cleaning vegetables, mixing soap 
suds and many other uses. The 
sprays come individually carded on 
a four-color merchandising card. 
The sprayette comes in two sizes: 
the No. 1 for the plain bibb and 
the No. 2 to fit beaded, knurled or 
flare bibbs. For more complete de- 
tails write B. W. Molded Plastics, 
Dept. AL&BPM, 1346 E. Walnut 
street, Pasadena 4, Calif. 
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Truxmore Bulletin 


A new folder describes how the 
Truxmore 3rd axle is used on me- 
dium or heavy-duty trucks to carry 
two payloads instead of one. It 
also enables the truck to carry lum- 
ber of greater length. The gravity 
spring suspension is said to give 
greater flotation for the load and 
keeps it level on turns and rough 
roads. A Truxmore-equipped truck 
is said to back and steer like a car, 
no sidesway. For a free copy of 
an illustrated folder, write the 
Truckstell company, Dept. AL-5, 
1274 Union Commerce building, 
Cleveland 14, Ohio. 


Dealer Prefabing System 


The system of Custom Construc- 
tion through Mass Production, de- 
veloped by Arvid C. Petersen, 


Detroit, is now being offered on a 
national scale to all lumber dealers 
through a licensing program. The 
policy is to grant exclusive area 
licenses to lumber dealers, to use 
its completely engineered, adjust- 





able jigs and fixtures on a nominal 
rental basis. Homes built under 
this system can be built with or 
without basements. The exterior 
can be to customer wishes, with 
wood, asbestos or brick veneer sid- 
ing employed. All wall sections, 
floors, roofs, cabinets, stairs are 
made in the factory on unvarying 
jigs, assuring maximum accuracy 
under mass production. Almost 
any home design can be built under 
this system. The jigs can be ad- 
justed within a matter of minutes 
to produce almost limitless types of 
wall sections. The system provides 
the option of wet or dry interior 
walls. Sections are built in the 
dealer’s own yard. Local fabrica- 
tion reduces freight costs. For 
more complete details write Hom- 
Ograf corporation, Dept. AL&BPM, 
East Detroit, Mich. 








PUBLIC AUCTION SALE 
ouannty or LONG LEAF YELLOW PINE xan 


By order of 
(formerly migrs. 


Harlan & Hollingsworth Corp. | of freight cars) 
patmises Foot of West Street, Wilmington, Delaware 


SALE DATES: TUES. and WED., JUNE 10, 11, 1947 


At 10 A. M. D.S.T. each day and will continue until all items have been sold. 
(INSPECTION: June 3rd to Sale date.) 


FOR COMPLETE INFORMATION CONCERNING THIS 
LUMBER, WHICH IS ONE OF MANY LOTS TO BE SOLD 
Write — Wire — Phone to 


INDUSTRIAL PLANTS CORPORATION 


PROFESSIONAL AUCTIONEERS, LIQUIDATORS, APPRAISERS 
90 WEST BROADWAY, N. Y. 7 (Barclay 7-4185) 















Craig Mountain has large timber re- 
serves to meet the future requirements 
of its many customers who have come 
to prefer this famous soft, altitude- 
grown Pine. 


Member Western Pine Assn. 
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ENGLISH TYPE-- RAIL AND HURDLE FENCE 


LARGE STOCK -- PROMPT SHIPMENTS 


WOOD PRODUCTS COMPANY 


Write for Catalogue s TOLEDO 12, OHIO 











North 
HARDWoa 


SOFT Woops 


CAYUTA BRAND 
HARDWOOD 
FLOORING 


FIT atthe, 


We would like to list here in this space sev- 
eral carloads of hard to get items. But despite 
our every effort we have not been able to 
accumulate an inventory to call to your at- 
tention. As soon as we can do so the indi- 
vidual items will be listed in this space. 
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DON’T CARRY IT — 
cONVEY IT 


Cut handling costs — increase 
safety — reduce manual handling, 
with conveyors. Eliminate those 
costly time wasting steps between 
cars, piles and storage sheds. 
Let conveyors provide fast, low- 
cost and speedy handling of your 
products. 


Get complete information today 
— write for Bulletin No. AL-57. 


STANDARD CONVEYOR COMPANY 
General Offices: 
NORTH ST. PAUL 9, MINNESOTA 





| DEPENDABLE ry 
: Ty SPER vay] 


FLY SCREEN 
CLOTH 


NSD AANEALRE T: TOat ME ROLLS 
XN) Svs Si . 


AGUNG OF SO DNCHRN SESS ITED 


“KEYSTONE QUALITY” 
GALVANIZED-BRONZE-ALUMINUM 


Phone 631 


The Seneca Wire & Mfg. Company 


Fostoria, Ohio 











THE MEADOW RIVER 
~ LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 


Rainelle, W. Va. 











J. W. Wells Lumber Co. 


Montgomery |, Alabama 


& 


Manufacturers 
Southern Hardwoods and Pine 











Established 1850 


Cross, Austin & Ireland 
Lumber Company 


1246 Grand St. Brooklyn 6, N. Y. 
Telephone Evergreen 8-9000 


Lumber - Timber - Millwork 
American Car Door Roller 


EVERY YARD SHOULD HAVE ONE 


Best and cheapest helper for 
loading and unloading lumber. 


Often pays for itself in one lum- 
ber shipment. Adjustable to fit 
































Can be furnished with wood or steel 
openings 5 to 6 ft. wide: double beam. ‘“‘American’’ Logging Tools 


extension roller for door 5 to 8 


and Appliances best on the market. 
ft. wide. 


Write for catalog and information. 


AMERICAN LOGGING TOOL CO., Evart, Mich. 
BOOKS THAT WILL INCREASE YOUR PROFITS 





AMERICAN LUMBERMAN can fill your needs for practically 
any book on any subject pertaining to Mill Work—Calculat- 
ing footage & prices—Wood Identification—Estimating—Con- 
struction, Etc. 

WRITE FOR COMPLETE CATALOG 


AMERICAN LUMBERMAN, 139 N. Clark St., Chicago 

















MYRTLEWOOD 


The Rarest and Most Beautiful 


HARDWOOD LUMBER 
Carloads or L.C.L. 


Also Douglas Fir, Pine, Spruce, 
Hemlock, Oregon Maple and Alder, 
Poles and Piling 


Inter Lakes - Gulf Lumber Co. 
2932 Wooster Road, Rocky River 16, Ohio 
Phone: Boulevard 4722 
West Coast Buying Office: FALLS CITY, OREGON 





H. B. Jordan, Gen. Mgr. 
C. W. Jordan, Sales Mgr. 


C. M. Jordan, Treasurer 
J. B. Deutsch, Detroit Mgr. 








® 2 2 


Clarke County Lumber Company 


Wholesale Forest Products 


Manufacturers Boxes, Shooks, Pallets, 
Crating and Fabricated Items. 





























Phone: TEmple 1-2924 
834 Maccabees Bldg. 
DETROIT 2, MICH. 


Phone: L. D. 167 
Anderson Building 
THOMASVILLE, ALA. 
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Price Situation Nub of 
Current Building Problem 

Just at the time when residential building was 
expected to reach high gear, it remains indecisively 
in neutral. 

High material prices are threatening a building 
bust instead of the expected boom. 

Single houses for the most part carry a price tag 
too high for the veteran. Consequently, for sale signs 
are becoming weather beaten on many new houses in 
some areas. 

Reports indicate that prices of hardwood lumber, 
with the exception of lower grades, has not eased 
despite the Administration’s plea for lower prices. 
Most retailers, afraid that the market may suddenly 
hit the skids, continued to buy cautiously. They con- 
sider mill prices much too high. 

CONTRACTORS MARK TIME 

Many contractors, who believe that prices are still 
too high, continue to mark time despite the continued 
shortage of homes. 

With buyers getting more choosy, small mills with- 
out the facilities to turn out the kind of lumber in 
demand, are in a tough spot. 

While production continued to gain in the States, 
export quotas on Canadian lumber will be reduced, 
W. E. Uren, federal timber controller, announced. 
Export quotas have been placed at 32 percent of total 
production, except in the cases of producers in the 
southern interior of British Columbia, where a quota 
of 32 percent of total shipments has been set. The 
decrease of export quotas was set in order to secure 
a fairer distribution of lumber across Canada. 
Current Statistics on 
Output and Distribution 

Lumber shipments of 396 mills reporting to the 
National Lumber Trade Barometer were 9.3 percent 
above production for the week ending May 3, 1947. 
In the same week new orders of these mills were 3.4 
percent above production. Unfilled order files of the 
reporting mills amounted to 81 percent of stocks. For 
reporting softwood mills, unfilled orders are equiv- 
alent to 27 days’ production. Unfilled order files of 
the reporting mills amounted to 81 percent of stocks. 
For reporting softwood mills, unfilled orders are 
equivalent to 27 days’ production. For the year-to- 
date, shipments of reporting identical mills were 9.8 
percent above production; orders were 12.7 percent 
above production. 

Compared to the average corresponding week of 
1935-1939, production of reporting mills was 11.8 per- 
cent above; shipments were 15.8 percent above; orders 
were 9.9 percent above. Compared to the corre- 
sponding week in 1946, production of reporting mills 
was 4.4 percent above; shipments were 11.5 percent 
above and new orders were 8.3 percent above. 


Southern Pine 


Production of Southern Pine by the 104 mills re- 
porting to the Southern Pine Association for the week 
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ITS TIME TO 
CAST AN EYE 


THE "GRAVY TRAIN" 
IS BOUND TO 


COME TO THE END OF THE LINE! 


There was a time, not too long ago, when even 
a partial list of our customers would have made 
a lumber producer's eyes pop! In fact many a 
mad scramble took place while several would 
vie for a part of this choice melon. Yes... 
that was not too long ago . . . but today it's 
a different story. 


Today, “the grove hangs high;" the consumer of 
lumber is hampered in his efforts to play his 
part in keeping our country on a stable economic 
level because not enough lumber is reaching the 
market through the established channels. And 
this can lead to only one thing ... the use of 
substitute materials. 


Just as surely as recurring coal strikes turned 
large consumers to other fuels . . . just so surely 
will this lumber "shortage" force consumers to 
existing substitutes and encourage laboratories to 
develop still more! 


Lumber is our business . . . has been for 30 
years . .. it's your business too, but if we can- 
not prevail upon you to cooperate with us, then 
we can only predict that the future need for 
reforestation will not be nearly so great as it 
has been during the past decade. 


A few cars from here and there would certainly 
alleviate the situation amongst some of the 
middle West's important industrials. Route a car 
or two our way and wire us collect that it's on 
the way. 
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AMERICAN Lumber Handling Equipment 
for Saw Mills, Veneer Plants, Industrials 





Hydraulic & Electric Elevating Tables 
Automatic Dry Kiln Car Lumber Stackers 
Dry Kiln Car Gravity Flow Unloaders 
Planer Feed Elevators 
Semi-Automatic Dry Kiln Car Lumber Stackers 
Elevators for Stacking Dry Kiln Cars by Hand 
Electric Lumber Transfers 

Passenger, Freight & Industrial Elevators 


DESIGNERS AND MANUFACTURERS 
OF SPECIAL EQUIPMENT 


MANUFACTURING COMPANY 















PLYWOOD - SAWMILL 
MACHINERY 
DESIGNED and 


2119 Pacific Avenue, Tacoma 2, Washington 


MANUFACTURED 








Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 


xe 

















LUMBER MARKET 





ending May 3, 1947, totaled 17,011,000 feet. This was 
7.36 percent above the three-year average for the 
same mills. Shipments for the week ending May 3 
amounted to 17,822,000 feet. This was 4.77 percent 
above production for the week. Orders placed during 
the week amounted to 16,074,000 feet or 5.51 percent 
below production for the week. 


Western Pine 


The 96 mills reporting to the Western Pine Asso- 
ciation for the week ending May 3, 1947, cut 60,- 
637,000 feet. The same week a year ago the cut was 
54,149,000 feet. Shipments were 63,233,000 feet com- 
pared with 58,956,000 a year ago. Unfilled orders on 
file at the end of the week stood at 169,299,000 feet 
compared with 251,593,000 a year ago. Gross stocks 
stood at 466,680,000 compared with 505,556,000 a 
year ago. 


Northern Pine 


Production of Northern Pine by the five mills re- 
porting to the Northern Pine Manufacturers’ Asso- 
ciation for the week ending May 3, 1947, totaled zero. 
The same week a year ago production amounted to 
910,000 feet. Shipments during the current week 
amounted to 1,075,000 feet compared with 1,205,000 
feet a year ago. Unfilled orders on hand stood at 
2,560,000 feet and gross stocks amounted to 15,990,000 
feet. 


In the Market Centers 


SEATTLE—Open spring has contributed to the 
best production since the war. High altitude logging 
camps are getting into operation sooner than was 
expected. Mills are asking $150 to $165 for dimension 
and boards. Dimension moves at $58 to $65 for No. 2 
and better. Green dimension is slowest item on the 
market. Some mills so anxious to sell green stuff 
they are offering to include 5,000 to 8,000 feet of 
flooring in a car. 

TACOMA—High spot of the week was the an- 
nouncement by the Skate Creek Logging company of 
its purchase of 76,187,000 feet of timber in Columbia 
National Forest at a price of $1,125,546. Government 
appraisal was $412,605. Four years will be required 
to log the timber. Local building costs continue to 
decline because of high building costs; rural building 
is gaining. 

KANSAS CITY—More mills are submitting lower 
price lists. One of the largest recently reduced its 
common lumber $5 to $10 per thousand. Yellow Pine, 
which ranged from $75 to $80 earlier in the year, is 
now down to $60 to $70. Southwest mills have accumu- 
lated inventory fast in last two weeks. Some mills 
are soliciting business by wiring prospective buyers 
as follows: “Wire best bid for feet of random 
yellow pine.” 


MEMPHIS—Prices of pine lumber are down $10 to 
$15 a thousand and many of the peckerwood mills that 
have supplied inferior grades have folded up. Buyers 
with rush requirements are having to pay through the 
nose—sometimes $40 per thousand—for quick deliv- 
eries. Prices of hardwood lumber, with the exception 
of lower grades, are holding firm. No general sof- 
tening on quotations on lower grades. 
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| FOR SALE c 
HONDURAS ROSEWOOD LOGS 


% Inches & Up Diameter -- 6 Feet & Longer 


Available for Prompt Shipment 


DIXIE LUMBER COMPANY INC. 








8201 FIG STREET, NEW ORLEANS, LOUISIANA 


















































Long Leaf and Short Leaf 


Yellow Pine Lumber 


Band Sawn 


Boards @ Dimension @ Timbers 
Flooring @ Ceiling @ Siding 





Your CUSTOMERS WILL BE ASKING 


Prepert duct 
apout CELADRI... pes Pesca 
THE Guaranteed MASONRY WATERPROOFING ia 
Tone of pope gee ding are ar ang he ne Carefully Loaded 


advantages every month in a national advertising campaign 


in leading home magazines. 
Celadri is a time-tested, job-proved product. Note these ten KILN DRIED or AIR DRIED 
big sales appeals: (1) economical, (2) easily applied, (3) can Write — Wire — Phone 


be used inside or outside, (4) dries rapidly, (5) will not peel 
or rub off, (6) odorless, (7) paints and waterproofs in one 
operation, (8) decorative — available in snow white and six Send us your inquiries 
colors, (9) improves with age, (10) guaranteed. 

Celadri is available for immediate ship- 
ment. Place your order now. Point-of-sale 
displays, folders, and newspaper mats are 
offered. Write for literature and further 
information. 


Shipping Point: Fitzgerald, Ga. on S.A.L.RR. 

t Campbell Coal Co. 
(Ce ly | ° : 238 Marietta Street, N.W. 
CORPORATION P.O. Box 1498 


Manufacturers of Masonry Waterproofing ATLANTA 1, GEORGIA 


DEPT. B, 652 WILLIS AVENUE, WILLISTON PARK, N. Y. 

















OVER 54 YEARS OF SERVICE 
THE LUMBER BUYING TRAD 
NOW IN OUR 535TH YEAR, WE ARE 


GIVING BETTER THAN EVER SERVICE 
TO ALL CUSTOMERS. 


Southern Pine & Hardwoods- - West Coast Woods «+ Piling * Lumber 
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HOUSTON x 


GRATELESS 
AIR COOLED 


REFUSE 
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ENGINEERING SERVICE & ESTIMATES 
FURNISHED WITHOUT CHARGE 


HOUSTON BLOW PIPE & 
SHEET METAL WORKS 


HOUSTON 1, TEXAS 


DIAMOND 
HARD 
MAPLE and BIRCH FLOORING 


Diamond Hard Flooring is known for 
quality from Maine to California. 


JW WELLS 


LUMBER COMPANY 


mMmANwUFACTHURERS 


MENOMINEE, MICHIGAN 


LINDSEY ~ save 


Za psy on 


Self-Loading = Z2z2- 
Skidders pa 


are used with 
either team or 
tractor. On 
short hauls, 
snaking, and 
bunching logs, 
they are unex- 
celled. 


LINDSEY 
WAGON CO. 


Sole Manufacturers’ 
Laurel, - Miss. 

















LEMIEUX BROS., INC. 


FORESTERS--TIMBER ESTIMATORS 
APPRAISERS--CIVIL ENGINEERS 


610 Pere Marquette Bidg., NEW ORLEANS, LA 
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Oklahoma Lumbermen Receive 
State Association Charter 


A group of lumbermen in Okla- 
homa have just been granted a 
charter for a state association. The 
organization will be known as the 
Oklahoma Lumbermen’s _§associa- 
tion. 

Newly elected president is Bar- 
ney Stewart Jr., president of the 
Barney Stewart Lumber company, 
Oklahoma City. Other officers are 
vice president—Walter H. Hinton, 
Altus; and treasurer—Alfred L. 
Leonhardt, Oklahoma City. 

Directors of the association are: 
Walter Kelly, Tulsa; H. G. Benson, 
Pawhuska; Leslie L. Hurd, Musko- 
gee; S. O. Spurrier, Okmulgee; 
Jarvis Fry, Hugo; Robert. Fraley, 
Ardmore; R. H. Ramsey, Holden- 
ville; L. B. Adams, Ada; R. E. Cas- 
ton, Oklahoma City; Roy T. Hoke, 
Stillwater; R. T. Currell, Lawton ;’ 
Fred Stephenson, Chickasha; R. A. 
Johnson, Hobard; Walter H. Hin- 
ton, Altus; R. A. Parker, Ponca 
City; Fred Scoggins, Enid; L. F. 
Broderson, honorary director, Okla- 
homa City. W. M. Morgan will be 


TM WGI INLFUIS 


manager in charge of the associa- 
tion business operations. 

Headquarters and office staff are 
located in the Leonhardt building, 
Oklahoma City. 


M. H. Jackson Purchases 
St. Germain Lumber Company 

Maurice H. Jackson has _ pur- 
chased the retail lumber and build- 
ing material business of St. Ger- 
main & Son, Kankakee, III. 

Mr. Jackson was employed by the 
company prior to his purchase, and 
has been in the retail lumber busi- 
ness since 1926. The company will 
now be known as the Jackson Lum- 
ber company. 


Donald S. Watrous, Frost 
Hardwood Floors Inc., Dies 

Donald S. Watrous, 66, retired 
sales manager of the Frost Hard- 
wood Floors Inc., Shreveport, La., 
died April 23 

In the early 1900’s Mr. Watrous 
moved from Michigan to Arkansas 
as the first manager of Lansing 
company. Later he went to St. 
Louis as manager of hardwood 








OFFICERS of the Oklahoma association are, seated, Barney Stewart Jr., president and Walter H. 
Hinton, vice. president; standing, R. E. Caston, director, and* Alfred L. Leonhardt, treasuret. 
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sales for the Chicago Lumber & 
Coal company. 

He organized the Oak Flooring 
exchange in Memphis, Tenn., and 
in 1928 joined the Frost interests 
in Shreveport. 


Promotions and Appointments 
Appointment of J. C. DOYLE as 


Dearborn to head a newly-created 
parts and service division. 


WILLIAM A. TUCKER has been 
named economic analyst and ac- 
countant for Prefabricated Home 
Manufacturers’ institute, Washing- 
ton, D. C. For the past year Mr. 
Tucker has been economic analyst 


has been appointed the first field 
representative of Western Forest 
Industries association, Portland, 
Ore. 


SEXTON B. FERRELL has joined 
the lumber division of Pope & 
Talbot, Inc., Portland, Ore., as gen- 
eral sales manager. 





central regional manager for the on 
Ford Motor company, Dearborn, 
Mich., has been announced. Mr. turers. 


Doyle, manager of the company’s 
Dearborn district since 1945, suc- 
eeeds A. B. PEASE who is being 
transferred to the central office in 


the Washington 
National Association of Manufac- 


LLOYD THORPE, 
identified with the wood using in- 
dustries of the West for 20 years, 


staff of the eae 
Directors of Detroit Steel Prod- 


ucts company, Detroit, have elected 
WILLIAM GILLETT vice president 
and H. D. PALMER vice president 
and director of labor relations. 
Mr. Gillett joined the company in 


who has. been 











STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. 


Not a “lead and oil” paint but a new 
product designed to do a particular job. 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 
Color is black. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 
tial savings. 


Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber 
previously lost due to “end checking.” 





Wire or write today for 
full particulars. 


| The Akron Paint and Varnish Company 


AKRON 1, OHIO 
EST. 1878 
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OFFICIAL ESTIMATOR. By J. M. Leaver. In- 
stantly gives the contents of any piece in super- 
ficial feet and decimals, the lengths running by 
quarter-inches to 7 feet and by feet from 7 to 
54. Widths are stated in 65th, 32nds and 16th 
under one inch and proceed by quarter-inches 
up to 59%, inches. The figures given are for 
stock 1 inch in thickness; for thicker stock it 
is mentally multiplied by the proper factor. This 
estimator is especially useful for figuring the 
board measure of fractional sizes in box and fur- 
niture dimension and similar items. Other tabu- 
lations include kerf estimator, molding estimator, 
freight estimator, waste estimator, estimator for 
rounds and squares, etc. Specimen pages sent 
on request; 172 pages, 5x11%4 inches (coat pocket 
size) with full cut index; substantially bound in 
leatherette. Price, delivered, $6.00. 


AMERICAN LUMBERMAN 
139 N. Clark St., Chicago 2, Illinois 
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A SNAP SINCE HE PUT ‘wooDy' 7o ™ 
worK / (woody 18 HIS BIG ADVERTISING 
PROGRAM /)” 


) WORLD WIDE SYNDICATE 


WOODY 5 AVAILABLE 70 You, MR. LUMBERMAN J 


INTERESTED? REPRESENTATIVE WILL CALL 


WORLDWIDE SYNDICATE 


Om -10) GE -T iw) DALLAS, TEXAS 






= RED BRAND Fence 


Preferred by Dealers . . . 


e@The ONLY fence with an easily 
recognized trademark (top wire 
painted red). 

@ Nationally advertised. Your farm 
customers have seen our ads for 
years — they know and prefer 
Red Brand. 

@Top quality fence for 57 years. 












KEYSTONE — 


STEEL & WIRE CO. 
PEORIA 7, ILLINOIS 


















} each to fit driver. 


DIAMOND POINTS 


Here’s a big repeat item of top quality 
Diamond Points are packed in a new package 
which prevents breaking of “sticks.” They are 
made by an exclusive Red Devil process from 
especially hard metal, treated against corro- 
sion. Come stacked in strong sticks of 100 points 


Two SIZES 
No. 1 Diamond Points 
3/8” long for No. 1 Red 
Devil Diamond Point 
Driver. 5,000 points (50 
sticks) to a package. 
No. 2 Diamond Points 





1/2” long for No. 29 
Driver. 4,000 points (40 
sticks) to a package. 





RED DEVIL TOOLS. | 
_Irvington 11, N.J.,U.S.A. 





MANAGEMENT 


Guarantees the true spirit of 


Sleshitelity 


... it always prevails in every 
perfect detail of the service and 


atmosphere you'll enjoy at 


Lhe 
DRAKE 
Chicago 


Edwin L. Brashears 
PRESIDENT 











1930 and is chairman of the Metal 
Roof Deck Technical institute. Mr. 
Palmer has been with the company 
since 1922. 


Election of CHARLES A. UPSON, 
former president, as chairman of 
the board of the Upson company, 
Lockport, N. Y., and of W. HARRI- 
SON UPSON, former executive vice 
president and treasurer to the 


CHARLES A. UPSON 


presidency of the company, has 
been announced. As board chair- 
man, C. A. Upson will continue to 
take an active part in company af- 
fairs. 





GEORGE E. HENRY JR., has been 
appointed sales representative jp 
Eastern Arkansas for Marquette 
Cement Manufacturing company, 
Chicago. Prior to serving overseas 
with the army, he was associated 
with his father in the Henry 
Builders Supply company. 


JAMES N. DIEHL, of the Milwau- 
kee regional office of the U. §, 
Forest Service, will succeed ALBIN 
G. HAMEL, retiring, as chief of the 
division of state and private for- 
estry, June 1. 


Bric. GEN. HUGH C. MINTON, 
who was awarded the  Distin- 
guished Service medal for his able 
direction of the Army Service 
Forces’ Production division during 
World War II, will become produc- 
tion manager of Koppers company, 
Inc., Pittsburgh, on July 1. 


Thomas E. Coale Lumber com- 
pany and Coale’s’ Distributing 
Lumber company, Philadelphia, an- 
nounce the appointment of A. NEW- 
TON HAWKINS as executive vice 
president and general manager in 
charge of sales and purchases. 


Forestry Chiefs of 11 States 
Hold Conference in Louisiana 


The Louisiana Forestry commis- 
sion played host to 80 representa- 
tives of 11 southern states, May 
20 to May 23, discussing latest for- 
est fire control methods and im- 








OHMLEN-BISHOP Manufacturing company, manufacturer of saws and edge tools, has completed 
plans for the erection of a new plant in Columbus, Ohio. 
ecutive, engineering, personnel, welfare and clerical staff and a spacious factory area. 
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The new plant will house the ex- 
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PAUL B. BERRY 


Wholesale —- Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


1 or more cars softwood boards 
and dimension KD or AD, ma- 
chined; also panels, shorts, cut- 
offs. 1 or more cars 5/8” and thick- 
er hardwoods, mostly 4/4” & 5/4” 
KD or AD. Send me your stock 
and price lists. 











Gives Siding Jobs Improved 


Protection and Appearance 
On every Asbestos 





pearance 
you can save valuable 
time, simplify fitting 
at corners and along 
window and door 








tection, by using indi- 
vidual zinc corner strips. . . . Made of 
oxidized zinc... will not stain. Lengths 
suitable for any Asbestos Siding Shingle. 
For complete details write 


BUGHER MANUFACTURING CO. 


211 S. Main Street 






Kokomo, Ind. 





Knudson & Mercer Lumber Co. 
Purveyors to 
Accredited Retail Lumber Dealers 
for 52 years 
LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Blvd., Chicago 4, Ill. 











MINER’S EDGER WITH SKF BALL BEARINGS 


Lightest running 


SPECIAL FEATURES 


Variable feed for light power, 


guide rail 
and spurs make STRAIGHT lumber, well 


balanced mandrel, now creosoted frame. IT 


CLEARS ITS COST IN 30 TO 60 DAYS 


MINER EDGER WORKS, Phone 1292, Meridian, Miss. 





HANDY LUMBER 
CALCULATOR 


A useful vest pocket manual 
including a lumber calcula- 
tor for standard sizes, log 
rules, estimated weights of 
lumber and miscellaneous 
useful lumber tabulations. 


Prepaid, 50 cents 


AMERICAN LUMBERMAN, Publisher 
139 N. Clark St. Chicago 2, Illinois 








Siding job, where ap- | 
is essential, | j 


frames, give added pro- | 














proved timber practices for the 
southern region. 

Forestry chiefs and their assist- 
ants came from Texas, Oklahoma, 
Arkansas, Mississippi, Alabama, 
Florida, Georgia, South Carolina, 
North Carolina and Tennessee to 
participate in this meeting. The 
gathering marked the eighth con- 
ference of the southern forest fire 
control chiefs and the first of the 
management group. 





JACOB S. DISSTON JR., left, has been elected 
president of Henry Disston & Sons Inc., Phila- 


delphia. Mr. Disston, who was vice presi- 

dent for 14 years, succeeds S. Horace Disston, 

right, who has advanced to chairman of the 
board. 





John H. Hahn, President 
of Missouri Company, Dies 


John H. Hahn, 79 retired lum- 
berman, Springfield, Mo., died 
May 2. 

Mr. Hahn was founder and own- 
er of the Ozark Land and Lumber 
company in Springfield, and was 
president of the company until the 
time of his death. 


Companies Announce 

Plans for a nation wide training 
and dealer conference have been 
drafted by the ForD MOTOR COM- 
PANY, Dearborn, Mich. The re- 
gional truck managers, will super- 
vise development of the organiza- 
tion with the districts and dealers. 


The HEDGES LUMBER & COAL 
COMPANY, Mount Vernon, Iowa, 
has been sold to Harold W. Kruse 
by Charles E. Hedges. Mr. Kruse 
has traveled for the Jamesway 
company, Janesville, Wis., for the 
past ten years. 


Celebrating its 75th anniversary, 
the NEWTON LUMBER & MANUFAC- 
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PLAN Your WINDOWS || 




















to LAST as LONG 
as the BUILDING 


Now you can have trou- 
ble-free windows .. . 
without weights, ropes 
or pulleys. With 
Rochester Spiral Sash 
Balances, you eliminate 
unsightly and noisy 
cords, chains and 7 
tubes. Nothing to interfere with 
painting. No mortises or other cut- 
outs are necessary - no stop 
blocks . . . requires no adjusting. 
Pre-tensioned at the factory. 


Yes, here's a real time and money 
saver! Fuel is saved because Roches- 
ter Spiral Sash Balances are weather- 
tight with no pulley holes or weight 
boxes. Sash stile grooves are cov- 
ered top and bottom. The accel- 
erated spiral gives perfect, quiet 
action. Guaranteed for the life of 
the building. 


See your jobber or write direct for 
complete details. 


Our 53rd Year of Quality Production 


tae! 
ywrRoveD! 


MILWAUKEE STAMPING COMPANY 
806 S. 72nd STREET, MILWAUKEE 14, WIS. 








- Shortleaf Pine 
Lumber 





For Today 
and Tomorrow 


While Ozan mills make 
lumber for today's housing 
needs, tomorrow's timber 
crop is growing on the 
Ozan forest farm. 

But today our Number 
One job is PRODUCTION 
. . to supply our dealers 
with needed lumber and 
other building material. 
Making every effort to 
catch up with demand. 
High-speed production— 
but never at the sacrifice 
of quality. 

Every foot of Ozan Pine 
is scientifically kiln-dried, 
carefully manufactured, at 
all times kept under cover. 
The Ozan Policy: CON- 
SERVATION WITH USE. 


OZAN 


Lumber Co. 
Prescott, Ark. 
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TURING COMPANY, Colorado Springs, 
is sending to friends and customers 
souvenir Douglas fir trees and a 
pamphlet telling of the story of the 
growth of the company. 


Offices of the BERRY DOOR CoOR- 
PORATION have been moved to 4060 
Sophia street, Wayne, Mich. They 
were formerly located in Birming- 
ham, Mich. 


MARQUETTE CEMENT MANUFAC- 
TURING COMPANY announces the 
moving of its offices to 20 North 
Wacker drive, Chicago 6, IIl. 





GERLINGER CARRIER COMPANY is 
now the official firm name of the 
DALLAS MACHINE & LOCOMOTIVE 
WORKS. The company, makers of 
the Gerlinger line of industrial lift 
trucks and material carriers, is lo- 
cated at Dallas, Ore. There is no 
change in personnel. 


W. R. Burt, Wood-Ply Director, 
Retires to Begin Own Business 


Wellington R. Burt, for the past 
three years managing director of 
the Wood-Ply Research foundation, 


N 


Wellington R. Burt 


Chicago, has announced his resig- 
nation, June 1, to enter the ply- 
wood wholesale distribution busi- 
ness. 

The company will be known as 
Burt Forest Products company, 
227 Felch street, Ann Arbor, Mich., 
and will distribute both softwood 
and hardwood plywoods. 
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ADVERTISING 


American Lumberman & Building Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classified 
advertising section in its field. 
All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
— style. No cuts or special borders allowed. 
or advertisements bearing box number count 
five extra words. Replies are forwarded free 
of charge. Please indicate classification de- 
sired. Publisher reserves right to classify, 
edit or reject any classified advertisement. No 
agency commission or cash discount allowed. 


Rates — Cash With Order 
Minimum Charge $2.00 
For one or two insertions 10c per word per in- 
sertion, with minimum charge of 50c per line. 


Three to Five insertions 9c per word per in- 
sertion, with minimum charge of 45c per line. 


Six or more insertions 8c per word, per inser- 
tion, with minimum charge of 40c per line. 


There are approximately 5 words to a line and 
when less are specified or used, regular line 
rate is charged. 


When answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 


139 N. Clark St., Chicago 2, Illinois 








HELP WANTED 


Wanted: Lumber grader for Distributing Yard 
on Hardwoods and White Pine. Steady work, 
union scale. Addess E-42, American Lumber- 
man. 











WANTED: Cabinet makers, sash and door 
men, moulder and shaper operators to work 
in a modern, well equipped union shop. High 
wages paid with excellent living conditions 
available. Apply: A. Mason & Sons, Inc., 
Peru, New York. 


MILL SUPERINTENDENT—Capable of taking 
full charge of mill, detailing of stock and 
special millwork. eons | experience pre- 
ferred but not necessary. RICHMOND LUM- 
BER CO., RICHMOND, INDIANA, 











Salesman—Retail building materials sales 
work in office and yard. State age, experi- 
ence, family status, habits and expected sal- 
ary. Write—Logan Lumber & Hardware 
Corp., 7026 E. Central, Albuquerque, New 
Mexico. 





WANTED—Man or woman to do general cler- 
ical work for lumber company. Must be able 
to take dictation. Excellent environment, nice 
town to live in, delightful climate, Southwest- 
ern Missouri. Good starting salary with fu- 
ture possibilities for the right person. Give 
age, experience, address, etc. Address in- 
quiries to: Box L-51, American Lumberman, 
Inc. 





Salesmen Wanted by Leading Mfr. 


National manufacturer of building materials 
has splendid opportunities in sales territorial 
work for limited number of aggressive young 
men—ages 25-30. Liberal salary during 8 
weeks’ training program. College graduates 
who have majored in business administration 
or light construction courses preferred. ° Auto- 
mobile required. Write, in confidence, full 
particulars regarding age, academic and pro- 
fessional bosinweent. and send photograph. 
Address L-37, American Lumberman, Inc. 
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HELP WANTED 


PLANING MILL SUPT. & MOULDER MAN 


A top salary for capable man in a new mil] 
equipped with Matcher—Moulder—Planers— 
Saws—All new modern machines. DOUGH. 
ERTY LUMBER CO., Cleveland 5, Ohio. 











WANTED: Foreman and setup man for plan. 
ing mill in south-central Mississippi. Sood 
town, pleasant living conditions. ave new 
Yates-American machines and resaw. Can 
offer good honest man a proposition. Look. 
ing for some one who knows his business and 
will take an interest in the work. Looks like 
permanent job to the right man. as we want 
to keep making and selling lumber. State 
age, references and previous work, also sql. 
ary you want to start. Replies confidential, 
Address K-62, American Lumberman, Inc. 








Young man with some experience as assistant 
manager and accountant of retail lumber and 
coal company. with a view of management 
soon as possible. a opportunity for 
right man. Address F-23, American Lumber. 
man, Inc. 





WANTED: Capable millwork detailer to han- 
dle special millwork; very desirable location 
and bright future for the right man; located 
in southwest Louisiana. Address: Box L-55, 
American Lumberman, Inc. 





WANTED: Shipping Clerk for Mill and Con- 
centrating Yard in good town in south-central 
Mississippi. Moves million and half to two 
million feet mixed pine and hardwood. Look- 
ing for man experienced, ambitious and not 
too old, as want to promote him if he shows 
ability and fitness for the place. State salary, 
previous record, age and any other informa. 
tion that will help us to pass on your ability 
to hold place. If you are interested in a 
permanent place this may interest you. Ad- 
dress K-61, American Lumberman, Inc. 


CABINET MEN 


Want to employ first class cabinet builders. 
Permanent employment to good men. J. F, 
Townsend, Townsend Sash, Door & Lumber 
Co., Lake Wales, Florida. 


WANTED—SALESMAN 
by old, established hardwood yard in Middle 
West. Half time travel, half time in office and 
selling where office located. Expenses paid. 
Salary and commission. Address __L-35, 
American Lumberman, Inc. 











Millwork Superintendent 
Wanted experienced Millwork Superintendent 
who can estimate, detail and bill. State age, 
references and salary expected. Central 
Wood Products, Vancouver, Washington. 





WANTED—Experienced, all around retail 
lumber and building material man capable 
of operating yard. selling retail and whole- 
sale. Also capable of doing own buy- 
ing. Give age, experience, salary expected. 
All replies treated as confidential. Address 
L-42, American Lumberman, Inc. 





Wanted immediately. manager for country 
retail lumber yard. ust be experienced and 
give very best of references in full detail, 
middle aged, for a town of about 1200 in east- 
erm Illinois or Indiana. State salary ex- 
pected. Box 86, Watseka, Illinois. 





ARKANSAS MILL: Man thoroughly familiar 
with saw mill business. Knowledge of oper- 
ating planer desirable. Good salary and } 
satisfactory will arrange for part interest in 
business. Krebs Lumber Co., Springfield, Ill. 





Wanted by Eastern Hardwood Wholesale 
Company, assistant manager, familiar with 
the species and grades of hardwood, and 
qualified to handle correspondence. Address 
L-46, American Lumberman, Inc. 





WANTED: First class millwright and mould- 
ing man; Plant employing about 50 men: lo- 
cated in southwest Louisiana: very desirable 
living conditions, etc. Address Box L-53, 
American Lumberman, Inc. 





Large Alabama pine and hardwood mill is 
prepared to pay excellent salary for com- 
etent office manager and comptroller. Must 
| oa background in lumber manufacturing. 
New moder house and excellent living con- 
ditions are part of the job. Permanent oper- 
ation. Unusual opening for the right man. 
Address L-32, American Lumberman, Inc. 





Wanted: Male stenographer with lumber ex- 
perience who can write orders and invoices. 
Good opportunity for advancement. Perma- 
nent position. Good pay. In city with a dry 
climate. Address L-52, American Lumber- 
man, Inc. 
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